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REG.U.S. PAT. OFF. 


“THE MEASURE OF QUEEN QUALITY 


SONORA 
Super Flex Process 
La Fiesta Perforated Design 
Style 4495 — All Dull Black 
Kid 
Copley Last, 17/8 Covered 
Boulevard Heel 
AAA 5-9 AA4%-9 A4-9 
B26%-9 C3%-9 


Style 4499— Same in Ad- 
miralty Blue Kid 





ORE 


Again the leadership of the Queen Quality line has 
asserted itself. The tremendous volume of orders re- 
ceived this season bespeaks a dealer demand such as 
is warranted only by a known and acknowledged 
consumer acceptance. 

Confidence of this degree is the greatest possible trib- 
ute to the high standard of quality which the line has 
unfailingly maintained —A quality based on excellence 
in materials, care in workmanship, knowledge of style 
trends and assurance of perfect fit —A standard such 
as only the world’s’ largest shoe manufacturers could 
afford to sustain. , 

Interpreted in terms of success to dealers, the Queen 
Quality line means quicker turnover, fewer mark 
downs, a wider margin of net profit, due to greater 
concentration and invaluable In-Stock Service. 


QUEEN QUALITY SHOE COMPANY » ST. LOUIS, MO. 
Branch of International Shoe Company 


TO RETAIL AT 


$620 


DeLuxe Models to 


$950 


CAROLE 
’ Super Flex Process 


DU BARRY 
Super Fiex Process 


Style 3201 — Black Suede 
Black Patent Quarter 
ps "Peel Combination — Dul| 
Kid California Vamp Welting 
and Binding 
Petite Last, 20/8 Covered 
Franco-China Heel 


AAA 54- SAAMI A4-9 


Style 3200 —Same in All Dull 
Black Kid with Grey California 
Vamp Welting and Binding 


Style 4302 — Havana Brown Suede Vamp and 
Quarter with powe Brown Kid and Brown Patent 


Trim Piped in Beige 


Petite Last, 20/8 Covered Franco-China Heel 
AAA5-9 AA4%-9 A4-9 B2%-9 C3%-9 


Style 4301 —Same in Black Suede and Black Kid— 
Black Patent Trim and Piped in Grey 


Nationally Advertised in HARPER'S BAZAAR 7 LADIES’. HOME JOURNAL * WOMAN'S HOME COMPANION 7 DELINEATOR 
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betting move shoes sold right 


Vol. Clll, No. 19 


The VOICE of the TRADE 


Daun and Bradstreet, 


in analyzing the state of trade, 
say : 

“Wholesale shoe houses con- 
tinue to break shipment records 
for the last ten or fifteen years, 
demand for footwear running to 
unprecedented proportions as em- 
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ployment widens. It is estimated 
80 per cent of the shoe workers of 
the United States now are em- 
ployed. This year retailers appear 
to be selecting their stocks of all 
kinds of merchandise more judi- 
ciously, fully cognizant of the re- 
quirements of a clientele whose 
renewed confidence and increased 
buying power make them more 
careful in the choice of their se- 
lections. Merchandise with naught 
but its price appeal to lay claim 
to attention is being disregarded 
in favor of merchandise of good 
quality and correct style, which al- 
ways is a wise investment in a 
market of rising values.” 
* * x 


Sole tests 
under the supervision of Profes- 
sor Edward Schwarz of Massa- 
chusetts Institute of Technology 
made for the Leather Insole and 
Split Associates result in a book- 
let on “Innersole Facts.” The 
elaborately prepared booklet con- 


tains the results of dry and wet: 


rolling, shape resisting and 
strength tests, and is available by 


writing Secretary E. G. Prouty of 
the Innersole Associates, 119 


Beach Street, Boston. 
* * * 


"Dhani A. Delaney, 


secretary and treasurer of the Na- 
tional Shoe Travelers’ Associa- 
tion, has forwarded to the Presi- 
dent of the United States an offer 
of complete cooperation with the 
Government to bring about indus- 
trial recovery. He pointed out: 
“No one branch of any industry 
is more conversant with the prac- 
tices and policies of industry and 
more capable of checking unethical 
tactics practiced in the field of in- 
dustry.” 

The association expresses its 
active interest in increasing the 
welfare of the shoe industry and 
in carrying out the features of the 
code that apply to the sale and 


service of shoes. 
x * * 


Gee +s 


a 
NMaitwaukee 


held: a golf outing on July 13. 
All the husky lads, who ply their 
“wares” to the shoe factories laid 
dull care aside and tabooed all talk 
on increasing prices. They gave 
the day over to chasing “hides and 
bellies” around the golf course at 
Blue Mound. Gus Mattson and 
Alec Mueller are the leader lads 
who gave the boys one grand time 
for a cover-all of around three 
bucks. 
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Liew Hahn, 


president of the National Retail 
Dry Goods Association and a 
member of the Long-Range Eco- 
nomic Planning Committee, re- 
cently appointed by Secretary 
Roper, says: 

“Before high prices can be justi- 


| DESERVE A RAISE aoe! 








fied the purchasing power of con- 
sumers will have to increase sub- 
stantially. Inordinate price rises 
before the spending capacity and 
the confidence of the buying pub- 
lic have been restored will imperil 
the entire Recovery program. 

“It is but fair to point out that 
prices inevitably must increase. 
The government has taken, or ap- 
peared to be on the verge of tak- 
ing, several steps which are des- 
tined to affect prices. The aban- 
donment of the gold standard and 
the subsequent depreciation of the 
dollar in international exchange, 
the new labor program, which is 
intended to increase wages and 
decrease working hours so that 
more people may be employed, 
and the program of the Farm Re- 
lief Act with its curtailments of 
acreage and its processing taxes 
are, it seems to me, inevitably 
going to raise prices. As and 
when these influences become ac- 
tive price rises unquestionably will 
be forced. At present it may be 
suspected that many of the new 
prices demanded by manufac- 
turers are anticipatory. Retailers 





should strenuously resist unjusti- 
fied advances. I suggest that the 
gage of justification for higher 
prices in most instances should be 
the manufacturer’s ability to show 
that the increase is due to the fact 
that his labor and material costs 
have increased in proportion to his 
new prices. 

“In all probability there is con- 
siderable confusion in industry 
concerning the Industrial Recov- 
ery Act. The opportunity which 
is now open to industry to prepare 
codes of fair competition for sub- 
mission to the government has 
turned the attention of general 
business to the possibility of doing 
away with many of the thorns 
which have been present in the 
business flesh. In the new en- 
thusiasm for code making there is, 
perhaps, a danger of overlooking 
the fact that codes cannot be op- 
erative until they have received 
the approval of the Presi- 
dent. Up-to-date no such ap- 
provals have been given. In 
order that all the new hopes en- 
gendered by the Administration’s 
program may not be dashed, it 
seems to me that all business 
should realize that we are tread- 
ing on exceedingly delicate ground 
and hasty efforts to make one- 
sided changes in business practice 
should be avoided. Such action 
can result only in a_too-rapid 
pushing up of prices. This in 


turn will obviously create an un- 
precedented sales resistance among 
consumers which is likely to be 
followed by a disastrous slump 
and the loss of all the ground 


which has thus far been regained.” 
x ok Ok 








Ray Mann 


of Cutler’s, Chicago, says: “All 
whites will continue to sell all 
through July — probably into 
August. White kids are the best 
sellers. Better grade polishes 
make it possible for women to 
keep these perishable bits in good 
condition at a minimum of trouble 
and is a good sales talk. Pumps 








“WE SAW YOUR AD—” 


—This morning we received a letter from 
a well-known, well-rated shoe merchant in 
Ohio, which said: 
“We have just ordered a supply of 
shoes from the .......... Shoe 
Manufacturing Company’s advertise- 
ment in this week’s Recorder. We 
operate three stores and read Re- 
corder ads every week. It never oc- 
curred to us before to mention 
B. & S. R. when ordering. We took 
it for granted that manufacturers 
believed in advertising. Now, how- 
ever, we shall always mention Re- 


corder.” 
—Thanks for your thoughtfulness, Mr. 
Merchant. 
—The publisher's only opportunity to 


make a profit is from advertising. Ad- 
vertising enables him to publish a maga- 
zine that renders a real and necessary 
service to the merchant. 

—-We know that our subscribers read Re- 
corder advertisements. Our subscribers 
know that they read them. But the 
advertiser himself doesn’t know unless 
you tell him so whenever you answer 
his ad. 

—If the Recorder could be given credit for 
the thousands of orders it has created for 
its advertisers, we would carry twice or 
thrice as much advertising as we do. 

—Then we would have the wherewithal to 
do an even better job of publishing for 
our readers. 

—So, if you will mention the Recorder 
when answering Advertisements, it will 
help us all, subscriber, advertiser and 
publisher. 


> re a 


President. 








and oxfords are both going well. 
Heels are mostly 17/18 and 16/18 
heights. A lot of white service 
calf oxfords with fringed tongues 
from the growing girls section 
have been sold to women who 
want solid comfort when it comes 
to their feet. These are heing 
worn not only for sports wear but 


for street wear as well.” 
xk *k * 


Water Prichard Eaton 
tells buyers in Boston: 

“New England has 5000 miles 
of mountain trails through deep 
forests and over mile-high sum- 
mits. It has hundreds upon hun- 
dreds of miles of seacoast—wave- 
battered granite buffeting the gray 
Atlantic and level sand warm to 
the lip of bay waters. It has thou- 
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sands of beautiful lakes at the foot 
of green hills or hidden in cool 
woods. 

“New England is more than 
mountain, lake and ocean, golf 
course and hotel, bathing beach 
and forest trail. It is a land of 
ancient memories dear to every 
American, of landscapes mellowe:| 
by 300 years of human occupation, 
of villages grown gray and lovely 
under immemorial elms, of houses 
proud with the grace of the eigh- 
teenth century, and fields where 
our fathers fought for freedom. 
New England offers recreation !1 
full variety. But recreation means 
re-creation of the spirit by its 
unique and old-world charm, by its 
rich and beautiful reminders oi 
our national history. Summer or 
winter, it has rewards for ever) 


visitor.” 
k oo 


E. c. Sams 
president of the J. C. Penney 
Company says: 

“The best method of coopera 
tion with the administration of th« 
Industrial Recovery Act is not to 
attempt to formulate a code for 
chain stores but for each chain 
group to act within the line in 
which they are most closely ani 
logically allied.” 


* *K Xx 


IV = Wolock 


of Chicago, calls national and 
Fair attention to the new Wolock 
and Bauer store at Randolph and 
Wabash by means of a huge talk- 
ing clock at the Illinois Central 
station, one block east of the store. 





This clock operates something 
like a timed graphophone. It be- 
gins at 7.30 and continues to give 
out publicity every fifteen minutes 
during the day. After striking 
the hour it gives out a_ short 
speech under twenty-five words 
describing ‘“Wolock and Bauer's 
shoes of the hour.” 

Some sample speeches are as 
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follows: “7.30. The time is now 
seven-thirty. Wolock and Bauer 
‘Shoes of the Hour’ wish you a 
pleasant good morning.” “8.00. 
It is now eight o'clock. Pay a 
visit to Wolock and Bauer’s new 
shop this noon. It is located con- 
veniently at Wabash and Ran- 
dolph.” “9.00. Good morning. 
It is now nine o'clock. Wolock 
and Bauer’s shop at Randolph and 
Wabash is just opening its doors.” 
“10.15. It is now ten-fifteen. Do 
you wear ‘shoes of the hour by 
Wolock and Bauer.’ They repre- 
sent superior quality, style and 
value.” “1.00. It is now one 
o'clock. Are you going to a 
matinee? On your way glance at 
the shoes in Wolock and Bauer’s 


windows.” 
* Ox 


[= in 1642. 
“It is agreed upon that John 
Smythe shall be the Cowe Keep 
for this yeare, to keep the Townes 
Cowes and shall have fourty bush- 
els of Indian Corne for his paynes 
and a paire of shoes to be equally 
levyd upon every man according 
to the number of Cowes they shall 
have kept by him.” 

That was technocracy, as prac- 
ticed in Plymouth colony back in 
1642. John Smythe took care of 
the cows, at a salary of 40 bushels 


of Indian corn and a pair of shoes. 
x * O* 


Hexbert N. Lape, Sr., 


president of the Julian & Kokenge 
Company, Columbus, Ohio, has 
been elected a director of the 
Columbus Chamber of Commerce. 
It is considered quite a tribute to 
his dynamic personality to be so 
honored after residence in Colum- 


bus only one year. 
x * 


[ndustry 
is divisionally association - con- 
scious. Many new associations 
are in creation. Reconcile, if you 
can, the National Shoe Pattern 
Manufacturers’ Association and 
the American Shoe Pattern Man- 
ufacturers’ Association. The offi- 
cers of the National represent na- 
tional coverage and the officers of 
the American represent manufac- 
turers located in the New England 


1933 


area. Still other shoe pattern as- 
sociations are in process of for- 
mation—one eastern group repre- 
senting New York and Philadel- 
phia and then a group represent- 


ing the west. 
x © * 


G. E. Musebeck 
of the Musebeck Shoe Company, 
Danville, IJl., says: 

“Our business has _ increased 
over 100 per cent in the past few 
weeks and we are getting a tre- 
mendous reaction on our shoe 
construction. We have had let- 
ters from dealers who advise us 
that with the improvement of the 
general business situation they are 
in line to sell a lot of our shoes. 

“We do not make any claims on 
our shoes that we cannot back up. 
We have received the endorsement 
from the National Chiropodist 
Association of our Foot-so-Port 
shoes which have been placed in 
their ‘Q’ grade, and over 28 per 
cent of our production is now 
being sold on the Brouwer Re- 
search last for both men and 
women, and the Foot-so-Port con- 
struction which has been endorsed 
by the foot section of the Ameri- 
can Osteopathic Association. We 
also have hundreds of doctors in 
the medical profession who are 
endorsing and prescribing our 


au A8 
shoes. —" 
Malcolm Muir 


has been appointed a Deputy Ad- 
ministrator of the National Indus- 
trial Recovery Administration. His 
appointment represents a “hori- 


* 





50E 


zontal” cross-section of industry, 
due to his intimate acquaintance 
with the problems of the “capital 
goods” and machinery groups as 
chief executive of the McGraw- 
Hill magazines, and past presi- 
dent of the Associated Business 
Papers (the trade association of 
the business press). Mr. Muir 
was also a member of the National 
Committee for Industrial Re- 
habilitation and chairman of its 
New York Board, thus having 
been active in industrial recovery 
a year before the new law was 
enacted. 

The business papers step into a 
new usefulness in recording and 
transmitting the actions of indus- 
try in partnership with govern- 
ment. The leading business pa- 
pers of this country serve as “in- 
dustrial adepts,” conversant with 
the behavior of industry and are 
expected to prove valuable com- 
mentators on the progress of the 
world’s greatest experiment in 
“planned business.” 


* oO xk 


‘Pie report 


from the Seventh Federal Re- 
serve District is hopelessly out of 
line as the text matter readily 
proves, for if shoes had the least 
drop in sales of all commodities 
measured, the ratio of accounts 
outstanding minus 44.7 must re- 
flect figures from a very few 
stores doing principally a credit 
business and we know that shoes, 
by and large, are sold mostly for 
cash. All in all the business con- 
dition chart is very encouraging. 

















p23 a5 Ca ey 
KS ° 
oo - 


@ 





adhe | 


aay. 


Shoe Merchant:—‘Know any riddles, Bill?” 
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A BOOM SHOE MARKET 


Boston Market Fair records peak load present production 


Caught by the code, buying 
in Boston was restricted to immediate production based on leather 
and supplies owned by the manufacturer and firmly priced. In a 
nutshell, those who wanted to sell, couldn’t, because they didn’t own 
the leather and couldn’t deliver before the possibility of a code being 
clapped on the maker increasing his prices automatically to include 
inceased labor costs. 

Merchants soon discovered that those from whom they wanted to 
buy, didn’t dare sell, because of advanced commitments and the fact 
that time was a controlling factor. 

So Boston’s most successful gathering of shoe men was nipped in the 
bud because of the shadow of the N.I.R.A.—the National Industrial Re- 
covery Act. 

A seller’s market was in the making, but for the fear that orders con- 
ditional upon the code labor prices would raise prices to a point that the 
buying public would rebel against dollar a pair increases, put a damper 
on the greatest boom known to shoedom. 

Who could buy or who could sell when orders taken were written with 
“This order subject to an increase in price to cover N.I.R.A. wage in- 
creases and tax provisions’? 

But progressive optimism dominated the market. Come what may, the 
trade welcomed code coordination and fervently hoped for an early deci- 
sion so that buyer and seller might know the obligations so that the new 
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BUT for Shadow of Code - 


Trade timid to order advance shoes subject to code increases 





shoes could be bought. Most every buyer said he was amply covered on 
staple shoes but was concerned with the fashion footwear needed to give 
a sparkle to trade in September and October. 

For the first time the shoe industry has considered the production of 

s “back log” of staples—it has been making for weeks its basic new 
inventory of staples. When one factory organization is making 207,000 
pairs of shoes daily and other factories in equal high production the point 
soon comes when staple, classic, regular footwear is built for a season 
ahead. So we can say the safe shoes for Fall are made or will be made 
prior to the N.I.R.A. going into action. But no Fall season is successful 
with staples alone. True, and that’s the problem. Rising leather mar- 
kets, codes, and labor wage scales imply higher prices for novelties still 
to be made and delivered. 

What price, new shoes—certainly not fixed prices into September and 
October deliveries. 

Every sample room—225 open for trade—was ready to take orders if 
safeguarded against code prices. Many did take plenty for immediate 
delivery. 

So, there you are—at the Boston Market Fair—ready for business with 
deuces wild—and only the gamblers can play—and they are cautious, or 
else. 

But it was a great gathering of shoe men. Men who had not been to the 
market in a decade were holding reunion in Boston. It was glorious for 








Will new purchasing power 

move present production at a 

profit—and repeat? — thereby 
sustaining prosperity. 





friendship and profitable in ideas and ideals. But 
future orders beware—the code will make firm all 
Winter shoe prices. 

If the purchasing power of America comes in the 
full tide in September the trade will recoup profits in 
a month that were losses for nine months—or else. 

The trade can record a mental profit for the trip 
“way down East” to Boston. Shoe men return to 
their craft consciousness. The biggest outing on 
record—the best golf tournament in prizes and con- 
testants (but for the rain) a get-together on the field 
of friendship that will be long remembered. 

Trade gatherings—first the N.S.R.A. mid-Summer 
convention, the National Shoe Wholesalers meeting, 
the Stitchdown Shoe Manufacturers meeting—the 
sales conference of factory organizations—all were 
record attended. 


rn made was an important activity 
with complete directorate of the N.S.R.A. in session 
for two days to regiment retailing on maximum 
hours, minimum wages and competitive practices. 
Washington urges prompt code presentation and re- 
tail shoe trade responds with preliminary work to be 
ratified next week in New York by committee of 
twelve. 

Monday was friendship day—an old New England 
custom. With lobbies of all Boston shoe hotels 
crowded with shoe men—talking—talking—talking. 
Tuesday was “meeting-time” with a style forum, an 
Industrial Control session, and a business clinic— 
plenty of platform personality, and Wednesday try- 
and-buy day with courage to set a price—the sign of 
a true optimist. It was a great week—and the future 
lies ahead in the way the public purchases of new 
Fall shoes to their pleasure and to industry’s profit. 

Outstanding event of the week—the N.S.R.A. and 
New England Shoe and Leather Association meeting 
with James H. Stone and Thomas F. Anderson joint- 
ly responsible. Leaders in the trade from all over the 
country in attendance, some six hundred strong. 
Here’s the tabloid story of the meeting : 

At Tuesday’s great trade meeting two men joined 
forces in defining the National Industrial Recovery 
Act and in explaining its aim and its application. 

These two men were Henry I. Harriman, president 
of the Chamber of Commerce of the United States; 
and Wallace B. Donham, dean of the Graduate School 
of Business of Harvard University. Both spoke at 
the luncheon conference which jammed the big 
Georgian Room on the mezzanine floor of the Hotel 
Statler. Ably presiding was A. H. Geuting, president 
of the National Shoe Retailers’ Association. 

“The meeting of two branches of your industry,” 
said Mr. Harriman in prefacing his address, “is an 
exemplification of the cooperative spirit desired by 
the national government.” 
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The first part of Mr. Harriman’s address dealt 
largely with facts with which we are all familiar— 
the rapid fall in national income during the last three 
or three and one-half years, the introduction of what 
amounts to a dole system for probably the first time 
in the history of the country, the bank situation end- 
ing with the bank holiday, the hurried passage of a 
number of almost revolutionary laws designed to 
“stay the downward course of the depression” and, 
finally, our abandonment of the gold standard. 

He then described the three main divisions of the 
new law—industrial regulation, self-imposed or gov- 
ernment imposed; the public works program; and 
the tax program designed to finance the former. The 
codes under which industry will be required to operate 
have as their chief features maximum hours, mini- 
mum wage provisions and other provisions designed 
to prevent unfair competition by minorities who at- 
tempt to operate outside the codes which have been 
adopted by their industries. 

Mr. Harriman, as did Mr. Geuting, emphasized 
that there would be no check on private initiative 
provided it is honestly directed. Industrial units op- 
erating an intra-state business cannot, he believes, 
feel themselves exempt because, despite the fact that 
their businesses lie within the borders of one state, 
nevertheless they are in competition with other units 
of the same industries which are doing an interstate 
business. 

“The supreme court of public opinion,” he be- 
lieves, will be of far-reaching importance in mak- 
ing the provisions of this new law stick. “We 
are,” he said, “moving basically and soundly in 
the right direction.” 

Dean Donham opened his address with a brief mes- 
sage from General Hugh Johnson, Federal Adminis- 
trator of the National Industrial Recovery Law. Gen- 
eral Johnson urged the shoe trade to do two things— 
to draw up its code immediately, even though they 
might be only skeleton codes ; and to make them elastic 
in form so that they might be changed or amended or 
modified if necessary. 

He pointed out that we are engaged in a series of 
national economic experiments—that the moves made 
by the Government since the inauguration of Presi- 
dent Roosevelt (in which he included the National 
Industrial Recovery Act) are the only things in sight 
which show any prospect of righting conditions as 
they have existed in this country since the beginning 
of the depression. 

Into his talk was injected a word of warning. In 
the preparation of these industrial codes, he urged 
that they be not so set up as automatically to insure 
a profit for the inefficient. This, he believes, would 
be, in effect an attack on successful industry. 

“It is the task of Government,” he said, “to set a 
framework within which the individual is free.” 

Another warning: 
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Prices must not get out of hand. An element of 
rather dangerous speculation has crept in. The too 
rapid advance of prices will destroy the very thing 
we are striving to build up—consumer purchasing 
power. The keeping of men at work is dependent 
on others having incomes to spend. A too rapid 
price advance would be a calamity. This is not the 
time, he believes, to figure in terms of big profits. 
It is the time to build a foundation. 

“It is of the utmost importance,” he said in clos- 
ing, “that this act should succeed—otherwise some 
other and more revolutionary step will be necessary. 
We must think and act cooperatively. Full employ- 
ment and high wages are the first and major ob- 
jectives. 

“In the enforcement of this act, some regimenta- 
tion will be necessary—some minorities will have to 
be coerced, but the gaining of freedom through the 
imposition of rules has always been practiced in 
corporate life—organized society.” 


The N.S.R.A. Business Clinic, 


held on Tuesday afternoon, at the Copley-Plaza, at- 
tracted an interesting group of merchants, anxious 


to acquire information regarding the new business 


conditions under which the retail shoe business will 
have to operate. 

Chairman Sidney J. Stokes, of New Haven, Conn., 
led the round table discussion. James H. Stone, man- 
aging director of the N.S.R.A., briefly outlined the 
tentative code to be submitted and explained several 
of the sections which will affect directly the operation 
of a retail shoe store should the code be accepted by 
the administrator of the National Recovery Act and 
then signed by the President. 

Among the questions of immediate interest that 
were discussed are: 

(a) Proper procedure to follow when operating 
in a “seller’s market.” 

“Independent retail merchants will find it diffi- 
cult to stay competitive, as the large volume oper- 
ators who covered their requirements early are in 
position to merchandise their shoes at popular 
prices, perhaps lower than the independent who 
failed to cover. Large operators no doubt will price 
their shoes on the bases of their purchases. This 
compels the independent merchant to establish his 
retail price at a point that will enable him to main- 
tain his trade.” 

(b) What price increase to expect. 

A lengthy discussion followed this question, in 
which commodity prices, increased labor schedules 
and other factors pertinent to the cost of shoes wer¢ 
discussed. Consensus of opinion failed to arrive at 
any definite conclusion as to future prices to be estab- 


lished. 






(c) Adjusting retail price lines to meet higher 
manufacturing costs. 

Some of the merchants present were inclined to 
take advantage of the opportunity offered to the mer- 
chant in marking-up his shoes at a price comparable 
with cost of replacement. It was forcibly pointed out 
that on the declining market merchants were forced 
to take their mark-downs on their inventory and 
under the basis of operation were entitled to the 
mark-up on a rising market. 

A protracted discussion followed regarding con- 
sumers’ ability to pay, with no increased purchasing 
power. The contributing thought indicated that in 
a majority of the communities represented by the 
merchants present, little increased purchasing power 
had been as yet placed in the envelopes of consumer. 

“A retailer must know and study his trade, and de- 
termine what his consumer market can afford to pay 
for shoes,” was keynoted. 

(d) Policy to follow in inventoring salable shoes 
carried over or whether on replacement basis 
or by averaging the advance. 

Merchants launched into a debate with some be- 
lieving that averaging the mark-ups would be an 
effective method of securing better profits, others 
adopting the attitude that on staple shoes the mer- 
chant was entitled to mark them at the replace- 
ment value. Interesting comment in the discussion 
brought out the fact that in a majority of cases the 
merchant has adequately covered his Fall require- 
ments on staple shoes, which in many instances, if 
the merchant so desires, precludes the necessity of 
his increasing prices. Some conjecture still occu- 
pies the merchant’s mind as to policy, with a few 
keen operators withholding a final decision until 
forced to price their shoes for late August and Sep- 
tember selling. 

(e) Adjusting fixed overhead to sale volume. 


This section of the forum brought 
out such features of operating expenses as rent, trans- 
portation and other factors pertaining to this part 
of store operation. 

‘Many of us are operating today on a volume com- 
parable with 1914,” said Frank E. Ballou, of Provi- 
dence, R. I., “and to stay in business we must get 
our overhead down to a figure based upon that vol- 
ume of business. Rent is one of the most important 
items in your operating expenses and unless you have 
had an adjustment in this item, you are facing a 
tough battle ahead.” 

(f) Consideration of minimum wage and maxi- 
mum hours of employment for salespeople, 
as may be required by the National Indus- 
trial Recovery Act. 

Mr. Stone detailed at some length the proposed 

[TURN TO PAGE 48, PLEASE] 
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What Women Demand in Shoes 


Comfort First, and Style Second, with Price 
as Third Factor, Minneapolis Survey Shows 


“More than anything else 
in the world, I want my shoes to be comfortable.” 

This was the story which The Minneapolis Journal 
investigators heard over and over again when they 
interviewed 278 housewives, business women and stu- 
dents living in the city of Minneapolis, according to 
Miss Aurilla Smith, director of research for that 
newspaper, who conducted a recent survey of shoe 
sales. 

Comfort during the last year has become increas- 
ingly important to American women in the purchase 
of shoes, the Journal investigators found. Out of 
278 women interviewed, 252 listed “comfort” or “fit” 
as one of the important factors in determining what 
shoes to purchase, and 135 women (or 48.5 per cent) 
of the total listed comfort first in importance. 

“Style,” which all stores strive for and which, 


theoretically, at least all women desire, was listed sec- 
ond in importance, closely followed by “price.” A 
few years ago it might have been different—style 
might have stood at the top of the list, but with the 
improvement in style of cheaper as well as expensive 
shoes, this factor is taken more for granted by 
women and therefore emphasized less. 

In analyzing returns by sections of the city, the 
survey shows that only housewives of the upper 
middle class and wealthy homes and business women 
listed style second in importance; housewives in all 
other sections of the city, middle class, lower middle 
class, etc., listed price second in importance and style 
third. This increase in the importance of price is a 
natural result of our era of economy. The important 
thing which the interviews brought out is that price 
is less than half as important as comfort. A brand 
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of women’s shoes today to gain acceptance must fit. 
If in addition to comfort the shoe can add style and 
a low price to its qualifications, it will make that much 
faster progress because it will be endowed with the 
three most important factors for winning success in 
the Minneapolis market. 

“Is it possible to build up a large clientele for an 
individual salesman in a shoe department ? Do women 
come to a certain shoe store to buy because a sales- 
man at that store knows how to fit her properly to 
shoes ?” 

This is an idea which stores have emphasized for 
a long time, but has it produced results or can it 
produce results? The answer according to this sur- 
vey seems to be that so far at least it has not. Only 
three women out of the total interviewed said that 
the salesman was the most important factor in in- 
fluencing her to buy a certain type of shoes or to 
come to a certain store. If only one store in Minne- 
apolis had made an outstanding success of this 
method of selling it might be reasonable to suppose 
that sales could be made through this method in other 
stores. On examining the reasons given by women 
for buying shoes this last year from Minneapolis 
stores, a great variety of reasons are found different 
for each store, but sales service is not given as an 
important factor in buying at a single retail shoe shop. 


li is apparent from these figures 
that building up a customer list for a store through a 
clientele attached to an individual salesman has not 
worked. This does not mean, of course, that it will 
not work. It means that probably a new line of ap- 
proach to the subject should be made and the store 
which is able to solve this important problem will 
have a strong additional hold on the shoe. business. 
Effort in the past has been confined to the training of 
the salesman and to encouraging him to develop his 
own line of customers. A new approach to this sub- 
ject might be advertising by the store, expert fitting 
service and the establishment of a standard last which 
could always be obtained in different types of shoes 
once the woman has her proper formula for foot 
comfort in a fitted size and last which is correct for 
her. 

“Why do women purchase from one store rather 
than from another store?” 

In the last analysis a store which satisfactorily 
meets the three fundamental requirements given by 
women: shoes which fit, have style and are reason- 
ably priced, will advance to the top of the shoe mar- 
ket. There are, however, many other things which 
help to influence women to purchase their shoes from 
one store rather than from some other store beside 
these fundamental factors. 

For instance, there is the importance of a charge 
account. The charge account was a very important 
factor in bringing shoe sales to certain stores. This 
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‘ TAKING GUESSWORK OUT OF 
THE SHOE GAME 


“Although a buyer should, and usually does, know the 
whims of the people of his community, a check on his 
opinion is highly beneficial,” declares J. G. O’Brien, 
buyer of shoes for L. S. Donaldson Company, Inc., Min- 
neapolis, in commenting on the accompanying survey of 
retail shoe demand in that city, as compiled by the 
Minneapolis Journal. 


“Since one of the major aims is to eliminate guess- 
work from the management of a shoe store or a shoe 
department, this survey of reasons which influence cus- 
tomers in their buying should be of great interest. 


“With a survey of this kind, one can readily see what 
is necessary to appeal to the women he is not getting 
into his department, and use the reasons given by cus- 
tomers for favoring a particular store to attract them 
to his own. 


“Successful retailing today calls for definite knowl- 
edge of the facts relative to customer demand and con- 
sumer preferences. With such information at his com- 
mand, the merchant or buyer is in a position to select 
merchandise that will appeal to the people of his com- 
munity and avoid many costly errors.” 





was especially true in the case of the department 
stores. In three of the largest department stores, 
charge accounts were listed first in importance in 
influencing women to buy shoes from these stores. 
In one store the charge account was twice as impor- 
tant as any other factor. 

Habit is a very important factor in a number of 
stores which have been doing business for many years 
in Minneapolis and have an established clientele. Ad- 
vertising of sales is of varying importance, depend- 
ing upon the store. This factor is second in importance 
in three of the largest stores in Minneapolis and is 
one of the important factors in most of the stores 
listed among the first in shoe sales. 

The importance of various reasons given for pur- 
chasing at different stores is an interesting study and 
throws considerable light on the type of store, its 
strength and weakness, and often the direction in 
which the store is moving. If a study of the reasons 
why your customers purchase shoes at your store has 
never been made, such a study might prove very 
profitable. 

One store in Minneapolis, for instance, which has 
been in the market only a short time, already has 
assumed a position of importance. This store at- 
tracted customers to its doors almost entirely through 
the appeal of price and because of advertised sales. 
Another store has succeeded because it has built a 
reputation for style merchandise, another because its 
shoes are comfortable and so on. A store whose busi- 
ness in shoes is coming largely because of charge ac- 

[TURN TO PAGE 48, PLEASE] 
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UP-SWING 
CLEARAWAY! 
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A clearance promotion IDEA 
that introduces a timely appeal 


With commodity prices on the 
up-swing, legitimate clearance reductions on foot- 
wear should be of double interest to the economically 
inclined, particularly when the double advantage of 
the opportunity is presented factually, avoiding sen- 
sationalism. 

Commodity increases, particularly those of hides 
and leather, should be played up—and checked up, 
for last minute changes before your advertising goes 
to press. These can be inserted in the ads besides 
the chart sketch shown above. The chart should also 
be made a big feature of your window display. In 
the window the chart might show the sale-time down- 
ward trend of your shoe prices, as well as the up- 
swing of materials. 


The copy must be sincere, not sensational. The 
appeal should be more to common-sense thrift rather 
than fear—which has and will be overplayed. The 
spirit of “partnership” is accented in the accompany- 
ing copy suggestions. 

Sale shoes should be on display within the store, 
on racks or “opportunity tables.” If space permits, 
these tables might be arranged in an “opportunity 
square,” grouping the shoes by sizes; with each pair 
securely fastened together by the sale tag that carries 
the price and size. This is particularly good for the 
bargain-hunters that flock in early in the sale. Show 
cards or graphic charts should emphasize again the 
increases of commodities that are forerunners of 
higher shoe costs. 
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HERE ARE COPY SUGGESTIONS 
FOR YOUR 
UP-SWING CLEAR-AWAY 


Copy “E” for ad on right 


“Prices on hides have advanced over 180% 
from the low of a year ago. Cust soles reg- 
ister increase of 5 cents a pair for women’s 
weights and 8 cents a pair for men’s shoes.” 
(Boor AND SHOE RECORDER, June 3, 1933.) 


Despite the up-swing that indicates higher shoe 
prices, we’re staging our seasonal clear-away, in the 
spirit of “partnership” between us and our customers, 
giving many the opportunity to wear and enjoy (store 
name) shoes at substantial savings. Thrift should 
prompt you to look as far ahead as possible, supplying 
your foot-wear needs at these reduced prices. We 
sincerely believe this clear-away to be the “last call” 
at the old prices. 


@ 
WHY DO IT? 


Customers are asking us, “why reduce prices now, 
when you anticipate a general advance?” And we 
answer, “The spirit of ‘partnership’ we feel towards 
our customers, plus our desire to start each new season 
with entirely new stocks.” If fall prices must be higher 
(and we believe they will) to maintain our quality 
standards, our friends will understand the situation. 
But now, our prices are down—substantially lowered 
—and you can get greater shoe values than you'll likely 
see again for many a day. Value-wise folks will be 
prompt to share these economies. 


e 
ACTION! AND PLENTY OF IT! 


America’s on the move again! Increased activity! 
Commodity prices rising! Demand increasing every- 
where! Shoes will go up with everything else! Yet 
the “partnership” spirit of our business prompts this 
seasonal clear-away, giving you fine savings on good 
shoes in the face of rising markets. It’s YOUR op- 
portunity—come and share its generous savings! 


e 
NO REGRETS 


Even when prices are lowered, as for this great up- 
swing clear-away, quality and fitting standards are 
rigidly maintained here. We’re offering bargains—real 
bargains—but we hope never to offer you a bargain 





COPY FOR POSTCARD MESSAGE 


Dear Friend: 

We want you and all our “customer partners” to share the 
savings of our up-swing clear- ~away. 

Despite rising markets, we ’re clearing stock. Good shoes are 
offered at prices not likely to be duplicated in many a day. 

The sale begins Thursday, July —. Wednesday’s papers will 
carry the detailed story of savings. Be sure to come early, and 
supply your shoe needs generously. We’re sure you'll thank us 
when you see higher price tags on shoes in just a short while. 

‘ Vous very truly, 
(store name) 
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Here’s Practical ‘Partnership in Business” 
For You! 












STORE NAME HERE 


UP-SWING CLEAR-AWAY 


Copy “E” Here 


(Extend ad to allow space for shoe illustrations, copy, 
descriptions and prices.) 











The layout above is a reduced reproduction of a practical arrange- 

ment for your up-swing clear-away. Use a three column width 

ad or more, dividing the space below the introduction into single 
columns for sale items. 






you'll regret. The spirit of “partnership” between this 
store and you, our customers, is very real. We’re here 
to serve you well—which is clearly evidenced in the 
substantial savings featured in this exceptional sale. 


® 
ARE YOU VALUE KEEN? 


Our up-swing clear-away is getting lots of attention 
and action from those value-keen folks who appreciate 
quality shoes at a big saving. They’re anticipating the 
rising prices of commodities that are likely to soon be 
followed by rising shoe prices—generously supplying 
footwear needs while they can reap the double profit. 
Join them! You'll be glad you bought shoes at the low 
prices in our up-swing clear-away ! 





e 
THE BEGINNING OF MANY FRIENDSHIPS! 


Scores of folks who felt they couldn't afford (store 
name) shoes are getting them now at clear-away sav- 
ings! Many are anticipating the almost certain price 
rises in shoes, which will follow the increased price of 
hides. 

We value the bond of “partnership” between our 
customers and ourselves—therefore, this golden op- 
portunity. Come and share the savings this store-wide 
clear-away affords. We doubt that such an opportunity 
can come again for many aday! 
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Are Retailers Ready for a Shorter Day? 


Sane hours are compulsory in 
manufacturing, otherwise the President will withhold 
approval of industrial codes. The code nearest accept- 
ance is by the Cotton Textile Industry. It recom- 
mends: “On and after the effective date, employers 
in the cotton textile industry shall not operate on a 
schedule of hours of labor for their employees— 
except repair shop crews, engineers, electricians, fire- 
men, office and supervisory staff, shipping, watching 
and outside crews and cleaners—in excess of forty 
hours per week.” 

This is indeed a radical reduction in an industry 
in which thousands of workers spend much of their 
time in simply waiting for something to happen with 
the spinning spindles. Work may begin with the 
starting of machinery but there is a long pause before 
the operator is called into physical and mental action, 
for if everything goes right and there are no breaks 
in the thread, the labor is just monotonous waiting 
until the spools are run out. 

The National Retail Dry Goods Association says: 
“The maximum number of working hours in retail 
dry goods, department stores, mail order and specialty 
shop establishments, except for a period of two weeks 
before Christmas and two days a year for inventory, 
shall not exceed forty-eight hours a week.” 

By these two examples we see that shorter hours 
play a positive part in the NIRA (National Indus- 
trial Recovery Act). Whether they come all at once 
as part of a national program for economic recovery 
or more gradually through concerted action within 
industries and at retail, more people must work fewer 
hours to make more purchasing power. Up to this 
point, no code has been approved by the President; 
but pressure will be brought to bear in July to estab- 
lish a charted course for at least a few industries to 
lead the way. 

Someone called Washington’s attention to the fact 
that retailing represented the largest industry in 
America. When $45,000,000,000 worth of goods is 


sold in stores, the size of that industry is sufficient 
to justify the possibility of a code. Remember, the 
government is first interested in employment ; second 
in wage scales. If several million people are in busi- 
ness at retail, it means a code on maximum hours 
and minimum wages to absorb perhaps a million more. 

The Administration Board in Washington is not 
unaware of the fact that long hours at retail prevail 
the country over. Independent stores and chain 
stores are equally responsible for the long work day. 

Certainly clerks will become restless, who are now 
working fifty-four to seventy-two hours a week, 
when they see neighbors and friends in factory em- 
ployment working a mere forty hours. But that 
restlessness is not sufficient to bestir the clerks as a 
whole to ask for a shorter week. They believe it is 
part of the penalty that goes with the white-collared 
job to put in a long work week because it has always 
been done that way. 

Claim may be made that the public is responsible 
for these long hours. It will buy when it pleases. 

Some customers will come in in the early morn- 
ing and others in the late evening and where there 
are customers, there will be stores waiting to 
serve. But if the government makes compulsory 
a shorter week, the merchant faces two situations 
as they apply to clerical labor. He must shorten 
the entire store’s time to forty-eight hours or stag- 
ger the work of the individual, thereby permitting 
the store to remain open the same number of hours 
or more than are now operative. 

It is true that clerks are not unionized and perhaps 
never will be. Each clerk considers himself potential- 
ly a manager and owner of business and most of them 
are restless to try the adventure of retailing for them- 
selves. But those who actually become proprietors 
and owners are few in number in comparison to the 
host of fitting-stool workers who remain always good 
clerks and good salesmen in service to the public. 

[TURN TO PAGE 38, PLEASE] 
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AC” NAME is a proof of value. Everyone 
knows that a good name commands a 


better price. 


O. K. How about multiplying. your proof of 


be A, A al , 


value by 2? 


Another name that the public has learned to trust 
is GOODYEAR—the greatest name in rubber. 


That name, on a rubber heel, says to the cus- 
tomer: “This shoe is equipped with the most 
popular rubber heel in the world, made with the 
quality which Goodyear always puts into rubber.” 


Isn’t that selling story worth having on your 
, pias soe" WINGFOOT 
shoes? 
HEELS 
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The New Path to 


No. 2 of a Series of Articles 
on Important Aspects of the 
New Era in Shoe Retailing 


The previous article in this series dealt with cus- 
tomer analysis in a general way. It gave a general 
background of the factors involved in making a cus- 
tomer analysis and in using constructively the in- 
formation which emerged from this continuous cus- 
tomer inquiry. Finally it suggested both in text and 
in the chart that here was the thing that would give 
objectives, give direction to the merchant’s operations 
daily, weekly and monthly. 


Before passing to the discussion 
of exactly what customer analysis is and detailed 
methods of making such an analysis, I would like to 
emphasize the absolute necessity of thinking and mer- 


By LAWRENCE A. SCHOEN 
Operating Director, Wise Shoe Co., Inc., New York 


chandising in terms of definite customer markets. | 
believe that in merchandising a retail shoe store today 
the merchant must shoot at definite groups of cus- 
tomers. He must have a fairly clear cut conception 
of the customer groups with which he wants to do 
business. 

This does not mean, of course, that a merchant 
must confine himself to any one market group. It 
does mean that he must analyze his community, de- 
termine what the main customer groups are from a 
type and buying power standpoint and determine 
which groups he wants to do business with and then 
go after them. 

To make the idea simple I might say that the 
merchant today must do his customer hunting with 
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a rifle and not a shot gun. He must take careful 
aim and fire with a rifle instead of closing his eyes, 
pulling both triggers and hoping for the best with 
his shot gun. True, he can use a repeating rifle, but 
each time he fires he must be aiming at some definite 
market he wants to hit. 

There are two fundamental factors that operate in 
marking off or classifying people into fairly definite 
customer groups or markets. One of these factors 
is the type of person and the other is the price she 
cin and will pay for merchandise. Let us examine 
first the classification of customers according to type. 

Naturally it is necessary in this work for the mer- 
chant to generalize to a certain extent. It is necessary 
for me to do the same thing in this article. Most 
women shoe buyers fall into one of six fairly well 
defined groups or markets. 


1. COLLEGE GIRL 


The shoes most suitable for her according to her 
requests are: 


Low heel types with 8/8 heels. 
Active sports shoes. 

Spectator sports shoes. 

Low heel novelty shoes. 

High and low heel pumps. 

High and low heel evening slippers. 











SIX KEYS TO SELLING 


You as a retail merchant must ask yourself six very 
important questions. 


1. Which of these six general customer groups am | 
getting at the present time? 


2. Do I have in my store the types of merchandise these 
customer groups require? 


3. Which of these six general customer groups am | 
missing at the present time? 


4. Are any of the customer groups | am missing in my 
community large enough to justify an attempt to 
get them? 


5. What types of merchandise will | have to add in my 
store in order to capture this additional customer 
group or market | want to get? 


6. Does the size of this added customer group justify 
the merchandise investment required? 








rofitable Retailing 


2. YOUNG WORKING GIRL 


Her types of shoes are: 


Novelty kind with fancy trimmings. 
Conservative staple shoes for wear to work. 


3. FASHION CONSCIOUS 


This class demands the most correct shoes for the 
occasion. They require the newest leathers and 
newest styles. Some of these women try to set the 
fashion or be ahead of the fashion-trend. They 
follow moving picture stars, magazines, news- 
_ papers and the very fashionable shops in the cities 
in which they live. 
They are very particular about the lasts of the 
shoes and heel heights and all details on the shoes. 
They do not like fancy shoes. 


4. YOUNG MARRIED WOMAN AND 
SOPHISTICATED WOMAN 


The types of shoes most suitable for this class are: 
High and low heel well styled patterns in all 
leathers. These shoes are not trimmed very 
much but have good lines and neat patterns. 
They also favor spectator sports models in the 
various classes. 


5. CONSERVATIVE WOMAN 


Her demands run mostly to the low heel types. 
She is not averse to these low heel shoes being 
smart, but she does not favor contrasting trim- 
mings on these shoes. 


6. CORRECTIVE CLASS OF WOMEN 


This type prefers similar shoes to the conservative 
women except that she requires a corrective fea- 
ture for the arch plus a perfect fit and in many 
cases a lower heel than conservative types. 


It is not possible, of course, to make these group- 
ings too rigid. There will be a great many excep- 
tions, but if the merchant will keep these six general 
groups in mind he will be off to a good start. 

Again, generally speaking, each of these definite 
customer groups or markets requires fairly definite 
types of merchandise. Here, too, there will be many 
exceptions, but a large majority of the women so 
classified will run fairly true to type. It might be 
interesting to you to list again the six customer 
groups and the type of merchandise required by each. 
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,~ point of this lesson 


is best illustrated in a motto which 
reads as follows: “A man who will 
lie FOR his employer, will lie TO 
him.” 

Honesty is an outstanding req- 
uisite of every salesman. If the 
truth will not sell the merchandise, 
better leave it on the shelf or give it 
away. Deliberately misrepresenting 
your goods may sell the article, but 
it never built a business. Few, if 
any, stores can exist very long with- 
out repeat customers. Possibly that 
is best illustrated by a statement at- 
tributed to one of our friends, who 
said, “If a man cheats me once, 
shame on him, but if he cheats me 
the second time, shame on me.” 

Deliberate lying, because of its 
infrequency, is not the most serious 
kind. In this day and age, few mer- 
chants resort to such methods to sell 
their wares. 

The most serious lies are the 
“ignorant” ones, instances in which 
a clerk misrepresents his goods 
through ignorance. But, some one 
says, “Surely, you wouldn’t call that 
lying, he didn’t know any better or 
he would not have misrepresented 
the goods.” Granted! but let us 
analyze such a sale. You make a 
purchase of an item because the 
clerk told you certain things about 
that article. After you used the 
goods you found that the informa- 
tion that the clerk gave you was 
not correct. Do you say, “Well I 
suppose he wasn’t well informed. 
He didn’t mean to tell me an un- 
truth?” “No! you feel that he lied 
to you, and if not intentionally, he 
should have known better. 

This brings us right to this point 
—‘“Knowledge of the Goods:” The 
weakest point of selling in most 
stores today. 

Some time ago I went into a hard- 
ware store to purchase a waffle iron. 
The clerk showed me one. Told me 
very little about it except that it was 


Many questions relative to the science of 
expert shoe fitting come to the Recorder. A 
few recently received are given, together with 
the reply suggested by an able retail shoeman. 

The Recorder welcomes such questions, and 
will endeavor to furnish logical and satisfactory 
answers, so far as possible. 


a dandy and that the price was $7.50. 
That seemed like a lot of money to 
me, so I asked to see another type. 
This one was brought out with 
hardly a word of comment except, 
“There’s one for $5.00.” To my 
question, “What is the difference?” 
I received the startling answer, 
“$2.50.” 

Only recently a manufacturer told 
me that he was striving to make his 
goods so that they would “Sell them- 
selves,” because he had practically 
given up hope of having clerks ex- 
plain them intelligently. Fortunately, 
for shoe salespeople, that will prob- 
ably be impossible in the shoe in- 
dustry. 

Where should a salesman get this 
information? Let’s list some of the 
ways in which “Knowledge of the 
Goods” can be obtained. 

1. Whenever new goods come in 
it is the duty of the buyer to fully 
explain every item to his salespeo- 
ple. Construction, materials, types, 
styles and the purpose or occasion 
for which the shoes are worn. 

2. Much information can be ob- 
tained from the manufacturer’s 
catalog or advertising matter such 
as envelope enclosures which the fac- 
tories produce. 

3. From a thorough study of the 
merchandise itself, and asking ques- 
tions that come to one while they 
are making this study. 

4. Listening to what others have 
to say when they are making a 
sale, especially the “boss.” If there 
is any question that comes to your 


mind, check it up or talk it over with 
the person who made the statement. 

5. A great deal of information can 
be gotten from trade journals. This 
information is usually of a general 
nature, referring to style trends and 
new processes of manufacture. Many 
times this information is contained 
in the ads which we should not over- 
look when reading a magazine. 
Nowadays, it is necessary that we 
be posted on our competitor’s lines 
as well as our own. 

In one store that I know of, a 
new use has developed for the trade 
journal. The salesmen use it to 
convince the doubting customer 
that styles which they have showed 
them are correct for the season and 
have the endorsement of the au- 
thorities on the Boor -anp SHOE 
REcoRDER Style staff.. Many a sale 
is clinched in this method. It might 
interest you to know that this sug- 
gestion was brought to these sales- 
people by the advertising manager 
who got it from a speaker at an Ad 
Club lecture course. 

Some years ago, while in the 
hardware business, the manager of 
the auto accessory department took 
sick and was out for about two 
weeks. When he returned, instead 
of moping around like a convales- 
cent he was full of pep and new 
ideas. His actions were so unusual 
that we asked him “How come?” 
His answer was this, “I am ashamed 
to admit it but in the two weeks that 
I have been sick I have read more 
trade papers than in all the five years 
that I have been with the house.” 
It’s a pity that some people don’t 
get sick once in awhile. 

There is one other way of getting 
much valuable information about 
your merchandise and that is from 
the traveling man. No traveling 
salesman ever refused information 
about his line to the people who are 
to sell it. 

A. G. HEInMILLer, Milwaukee. 
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TWO-FISTED 
SELLING IS 


MAKE KISTLER 
‘BENCH BRAND’ 
SOLE LEATHER 
YOUR ALLY 


It is easy to agree with observers that more men’s shoes should be 
sold. It seems possible to get an extra million pairage which must be 
[just waiting an invitation to buy. A promising way to encourage 
purchase would be to point out the advantages of new shoes with 
Kistler “Bench Brand” Leather Soles over old shoes less capable of 
‘contributing properly to personal appearance and satisfaction. Imag- 
‘ine what might be accomplished if a thousand shoe dealers worked 
‘that idea into a new advertising and selling policy. 


KISTLER'BENCH BRAND’ 
SOLE LEATHER 


offers unsurpassed opportunities for dealers to turn more shoes to 
profitable account by the same process as automobile dealers inter- 
est the public in new cars. Having Kistler “Bench Brand” Leather 
‘Soles on shoes you sell —particularly dress, sport and heavy-duty 
_ lines for men — gives you something on which to base a reason for 
'a purchase whatever your price. It is the same two-fisted form of 
’ selling the auto dealer uses when he says-“Listen, this car has float- 
| Ing power, automatic gear shifting, a one-shot oiling system, an air Ths chart represents side 


‘filter and free wheeling. Why worry along with the old bus? Better KISTLER “BENCH BRAND” 


rt SOLES is about 13% of the 
‘Sign up for the new”... And many do. whole side. 


‘Missais LEATHER COMPANY 
BOSTON-MASS- 
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When His Location Went 


Cheap, He 
~ Moved 
to Fifth 


Avenue 


by 


HARRY R. TERHUNE 
Field Editor 


Albert Taub, proprietor of the 
“Parisian Bootery,” was in a quandary. 

His good shoe business which he had so well and 
laboriously built up over a period of fourteen years 
had commenced to show signs of slipping. He was 
selling as good,shoes as ever and giving the best 


possible service. Even so, trade in this store, the 
latter part of last year just couldn’t be alibied. He 
knew that he must do something and do it quick. 

When Taub first opened up on 42nd Street, it was 
right in the heart of New York’s best shopping 
sector for the type of high grade shoes which the 
proprietor elected to feature—those short vamp, 
round toe, high style types. 

All went well until up to a year or so ago, when 
one section of 42nd Street, regardless of what cur- 
rent movies may say of it, went cheap. “Little nifties 
from the fifties, innocent and sweet, sexy ladies from 
the Eighties who are indiscreet,” just did not come 
to Taub’s any more than would the Mrs. Park Ave- 
nues. The block between Seventh and Eighth ave- 
nues leaned strongly toward burlesque theaters and 
open face popular priced eating places. A flea eircus 
operated profitably just across from the store, but 
that didn’t help the shoe business. 


a; 





Artistic interior of Taub’s Parisian Bootery, 717 Fifth Avenue, 
New York 


Women who did not mind in the least paying from 
$12 to $27.50 for shoes did mind coming to this local- 
ity with its lurid posters of naked and near naked bur- 
lesque queens, raucous street barkers, and what not. 

Would Taub cheapen his lines in keeping with the 
changed local conditions? Would he move to the 
established mid-town high grade section? Would he 
just open a branch store in the good section and 
keep this store for a clean-up outlet? These were 
some of the major problems which he faced. 

Taub could not interest himself in shoes sold under 
his regular grades. Frankly, he just did not know 
how to run a cheaper priced store and had no inclina- 
tion to learn. He knew that putting in cheaper lines 
would drive his good trade away. So, he solved his 
problem by moving to a 100 per cent high grade 
location. 

March first of this year saw Taub’s Parisian 
Bootery opened at 717 Fifth Avenue, near 56th 
Street. The picture portrays the type of store he 
opened. But what an opening! The first two days 
it snowed. Rain the next day. And the banks closed 
the fourth day. 

At that, March sales were better than expected ; 

[TURN TO PAGE 49, PLEASE] 
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Bring Crowds of Customers to Your Store With This Powerful 


“WIZEBUYER” 


CLEARANCE CAMPAIGN 


It has everything to put your Clear- 
ance across with a BANG! Timely 
Idea! Attention Value! Sales Punch! 
Complete Continuity! Human Inter- 


est plus Purse Appeal! 
The Complete $ 5 Q 
Campaign, only oa 


MA WIZEBUYER SAYS: @ PA WIZEBUYER SAYS: 


When you see what We haven’t missed 


rune witm | THESE 12 FEATURES | “ceo 


I’m very sure that To help you make 


You'll smile too! A R E f NC LU D E D | Your Clearance click! 
a 


Series of teaser ads in rhyme. 
Advance postcard announcement. 
Window display suggestions. 
Ideas for interior decoration. 

. Copy, layout for sale announcement. 
Sketch and jingle contest. 
Follow-up ad-copy—all in rhyme. 
. Reminder card for customers. 
Sale package enclosure idea. 

Mats of four faces in two sizes. 
Showcard wording suggestions. 


- Twelve 11x14 inch reproductions (3 
each of Wizebuyer family for display. 


SONA S wd 


BUD WIZEBUYER 
SAYS: e SIS WIZEBUYER SAYS: 


We leave but little It hits the spot— 


For you to do, SOLD TO ONE STORE IN A CITY! J! rieht on sime— 


The plan’s complete Even the copy is 


All the way through! B E F | R ST! 0 R D E R N Ow! Written in rhyme. 


R. E. ANDRUSS, c/o JOHN RILEY ASSOCIATES, 231 W. 39th St., New York City 


‘ Our check for $12.50 is enclosed. Send us the complete “WIZEBUYER” Clearance Campaign. 


' 

‘ 

: Firm Attention of 
' 

' 


' Street Address 
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The RECORDER might be 


you'll find no finer example of 
an ideal father-and-son business 
than is presented by The Fontius Shoe 
Company of Denver. It was founded 
by John J. Fontius, one of the “grand 


G ys the country over and 


old men” of the shoe industry, and is 
now actively managed by Harry E. 
Fontius, known to everyone in the 
trade for his sterling character, his 
fine personality and his aggressive 
merchandising methods. 


In 1893 John J. Fontius, a dynamo 
of energy, was managing partner in 
the great N. O. Stone Shoe Com- 
pany of Cleveland, Ohio. Times were 
“terrible.” The country was going to 
the dogs, never to return, according 
to popular talk. But John J. Fontius 
had visions, visions of a great store 
that would bear his name. He had 
faith, faith in the future of his country 
and faith in himself. 


So when the depression of 1893 was 
at its worst, John J. Fontius laid the 
corner stone of The Fontius Shoe 


Company in Denver upon a founda- 
tion of honest dealings and honest 
values. Now at 73 “Mr. J. J.” is still 
on the job every day. He could retire, 
yes, but he could never be happy in re- 
tirement, away from the smell of 
leather, away from the faces of his 
loyal customers. 


To follow in his footsteps came two 
sons, Clarence H. Fontius, who has 
his own shoe store in Los Angeles, and 
Harry E. Fontius, who for many years 
has carried on the active management 
of the Fontius Shoe Company in Den- 
ver. He is also a vice-president of the 
National Shoe Retailers Association. 


Under the aggressive leadership of 
“H. E.” the Fontius Shoe Company 
has grown till it is known far and wide 
as “the largest shoe store in the Rocky 
Mountain region.” 


In his quest for new trends and ideas 
he relies in no small degree on the 
BOOT and SHOE RECORDER, 
as evidenced by his statement: 
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IN CONFERENCE HERE ARE THE EXECUTIVES OF THE 
FONTIUS SHOE COMPANY, DENVER. Left to right they are: 


HY 15, 193) 







C. A. Ratusun, Men’s 
R. C. Sawyer, Display 
AMBROSE HANEs, Credits 
FRANK B. Zurick, Advertising 
JOHN J. Fontrus 

Harry E. Fontius 

Murray C. Frencu, Controller 
ByroON FRANKLIN, Basement 
Max Breier, Children’s 

_A. P. SpeNceER, Floor Manager 


said to be PART of OUR 
ORGANIZATION 


“Ever since we have been in business, we have looked to the 


BOOT and SHOE RECORDER for information, for inspiration 


















‘a and for news. We consider it the mouthpiece of the trade, where 
all branches of the industry find expression. 

wo 

hit “In its reading matter we frequently find methods that can be 

nd adapted to our business and ideas that form a basis for discussion 

“ at our meetings. Its editorial expression always stimulate our 

“ thinking, and its advertisements are especially helpful in keeping us 

he informed as to what’s what. 

yn. 

‘al “In fact the RECORDER might be said to be part of our organ- 

ny ization, for its voice is heard many times at our conferences and 

e its opinions carry with them much weight toward forming our deci- 
sions. We have never been without the RECORDER in our store 

_ —and we never expect to be.” 





Hy 8. Fonte 
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DANIEL F. SULLIVAN 
The Founder 


Pp ractically every shoe man 
some time during his business career has _ said, 
“Wouldn’t I like to get out of this business!” If 
he had a son, another exclamation made usually 
sounded something like this: “No son of mine will 
ever go into the shoe business.” Yet Dan Sullivan, 
who started in the shoe business in the city of Fall 
River, Mass., in 1886, with a borrowed capital of 
$1,000, later in life openly aided and guided his son, 
Francis E. Sullivan, in starting a shoe business. 

After a merchandising practice of selling whatever 
anyone had to offer for just one lone year, D. F. 
Sullivan established a policy to sell only the quality 
A famous line from Newark was bought, an- 
other from Brockton, and a few more were carefully 
selected as the need warranted them. All of these 
famous lines, added back in 1887, are now repre- 
sented on the shelves of the present Sullivan store. 

Just as soon as the Sullivan store started to de- 
velop the quality patronage, the business started to 
expand and prosper. “I know the development of 
the retail shoe business is in the merchandising of 
the better grade shoes” expresses the sum and sub- 
stance of the mature judgment of “D. F.” He sold 
good shoes for 43 years, did business honestly and 
that’s the heritage Daniel Sullivan gives to his son. 

In September, 1929, “D. F.” decided to call it a 
day as far as the retail shoe business was concerned. 
He then devoted his interest to civic affairs, which 
culminated in his serving a term as mayor of the city 
of Fall River. Another civic accomplishment was 


lines. 


He 
Raised His 


Boy 
to 


Be a Shoe Merchant 


Son Continues 43 Year Old Quality Shoe 
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FRANCIS E. SULLIVAN 
The Present Owner 


Business 


assisting in placing the city’s business affairs on a 
sound financial basis. It must be mentioned here 
that D. F. Sullivan has served the retail shoe indus- 
try well and long, for during his career he served as 
chairman of the N. S. R. A. Rubber Committee for 
many years and also acted as chairman of the Pub- 
licity Committee. Then he was one of the founders 
of the Massachusetts Retail Shoe Merchants Asso- 
ciation. In this association he took an active part in 
all important projects and served as its president 
for several terms. 

Francis Sullivan, with his father acting in advisory 
capacity, has now opened a family shoe store in the 
old home town, in a 100 per cent location, too. There 
he is carrying on the business as his father established 
it. Most of the famous lines are still represented in 
the stock. They have contributed much in the up- 
building of the good name of Sullivan and enjoy a 
considerable amount of prestige. 

While the name of Sullivan is well established in 
Fall River, Francis knows that it needs constant pro- 
motion to maintain its position. Many new pros- 
pective customers are coming to town, young folks 
are growing up who now purchase their own shoes, 
older customers who have drifted away, as well as 
the regular customers, need the usual amount of re- 
selling. He is therefore telling an interesting, con- 
tinuous story of how a quality store fits into the com- 
munity, just what it represents in shoe service and 
what the public at large may justly expect from such 

[TURN TO PAGE 37, PLEASE] 
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The Established 
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Busters are ve alms upstairs 
— never in the basement 


Buster Brown SHOES 
TOsa;m> TREAD STRAIGHT ae marenal aga 


For Boys—for Girls 
fa 
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( ‘Search Shoes for women 
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F or several weeks, meetings 


have been held under the auspices of 
the National Boot and Shoe Manufac- 
turers Association in the various shoe 
centers throughout the country to dis- 
cuss the National Industrial Recovery 
Act (N.I.R.A.) and a Code of Fair 
Competition for the Shoe Manufac- 
turing Industry. 

The first meeting held in New York 
City was called by John R. Garside, 
A. Garside & Sons, vice-president of 
the National Boot and Shoe Manufac- 
turers Association; George Miller, I. 
Miller & Sons, Inc., and Murray D. 
Fine, Premier Shoe Co., local directors 
of the National Association; Frank H. 
Curry of the Shoe Board of Trade of 
New York making arrangements for 
the meeting. 
sided. There were 77 shoe manufac- 
turers in attendance, including manu- 
facturers of Stitchdowns, Women’s 
Turned Shoes, Men’s Goodyear Welts, 
and other manufacturers in the vicin- 
ity of New York City. 

The second meeting was held in Bos- 
ton, where a group of leading New 
England shoe manufacturers were 
guests of J. Franklin McElwain, past 
president of the National Boot and 
Shoe Manufacturers Association, at 
dinner at the Algonquin Club in Bos- 
ton. 


ing was held at Brockton, called by 
John S. Kent of M. A. Packard Com- 


Company, both past presidents of the 
National Boot and Shoe Manufactur- 
ers Association, and Chas. E. Moore, 
president Brockton Shoe Manufactur- 
ers Association, and Albert Doyle of 
Doyle Shoe Company, A. W. Donovan 
of E. T. Wright Company, Arthur 
Evans of L. B. Evans Sors Company, 
F. I. Sears, Bates Shoe Co., and James 
E. Wall of Wall-Streeter Shoe Co., lo- 
cal directors of the National Associa- 
tion. E. A. Gray, secretary of the 
Brockton Shoe Manufacturers Associa- 
tion, had made the arrangements for 
the meeting, and there were 52 manu- 
facturers present from Brockton and 
vicinity. 

Approximately a hundred manufac- 
turers attended the general meeting 
in Boston the same evening, largely 
Novelty McKay Manufacturers, al- 
though there were also manufacturers 
of men’s shoes and other types from 
nearby centers. Louis H. Salvage, 
treasurer Unity Shoemakers, Inc., 
Boston, Mass., presided, and R. V. Mc- 
Namara of Gorevitz-McNamara Shoe 
Co., Haverhill, chairman of the Trade 
Relations Committee of the National 
Boot and Shoe Manufacturers Asso- 
ciation, presented the position and poli- 
cies of the National] Association. 


| were held 


John R. Garside pre- | 
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Rapid Progress on Manufacturing Code 


Manufacturers’ Association Completes District Hearings on N. I. R.A. 


Other meetings in New England 
in Lewiston, Me., 
the direction of H. G. Lumbard, Lum- 
bard Shoe Co., and Charles Ault, Ault- 
Williamson Shoe Co., Auburn, Me., both 
directors of the National Shoe Manu- 
facturers Association, and in Man- 


chester, N. H., where William Emer- | 
| Portsmouth, Ohio, president of the Na- 


| tional Boot and Shoe Manufacturers 


son, W. A. Emerson’s Sons, Hamp- 
stead, N. H., presided, and J. F. Me- 
Elwain addressed the meeting. 

A well-attended meeting was also 
held in Philadelphia. The meeting was 
arranged and invitations sent out to 


| all manufacturers in both eastern and 


western Pennsylvania, western New 
Jersey, Maryland, and the Southeast, 


| by Newton Elkin, Newton Elkin Shoe 


Co., a director of the National Boot 
and Shoe Manufacturers Association, 
who introduced George Laird of Laird 


S. Gerberich, Gerberich-Payne Shoe 


| Co., Mount Joy, Pa., treasurer of the 
| National 


Association. George Laird 
presided. 
At Rochester, N. Y., the meeting 


was arranged by E. J. White of C. P. 


Ford & Co., and Guy E. Manley of E. 
| P. Reed & Co., local directors of the 
| National 


Association. E. J. White 


presided. Henry W. Cook of the A. 


E. Nettleton Company, past president, | 
| ministration, as 
Roper and Assistant Secretary Dick- 


and Fred Emerson of Enna Jettick, 


| Dunn & McCarthy, vice-president of 
On the following afternoon a meet- | 
| turers Association, were present and 
| addressed the meeting. 

pany; Harold C. Keith of Geo. E. Keith | 


the National Boot and Shoe Manufac- 


The meeting in St. Louis was at- 
tended by 78 manufacturers. W. E. 
Tarlton, president of Central Shoe 
Company branch of Brown Shoe Com- 
pany, and president of the St. Louis 
Shoe Manufacturers and Wholesalers 
Association, arranged the meeting, and 
A. M. Burton, secretary of the St. 
Louis Association, invited all shoe 
manufacturers in southern Illinois, 
Missouri, Tennessee and the South and 
Southwest. Mr. Tarlton called the 
meeting to order and introduced Harry 
G. Johansen, Johansen Brothers Shoe 
Co., vice-president of the National Boot 
and Shoe Manufacturers Association, 
who presided. 

At Milwaukee there were 85 manu- 
facturers in attendance from Wiscon- 
sin, Minnesota, northern Illinois, Iowa 
and Indiana. Walter Booth of the 
Walter Booth Shoe Co., F. L. Weyen- 
berg of the Weyenberg Shoe Mfg. Co., 
and W. G. Hanson of Albert H. Wein- 
brenner Co., Milwaukee, Wis., local di- 
rectors of the National Boot and Shoe 
Manufacturers Association, enter- 
tained the entire gathering at dinner. 
Mr. Booth, who had arranged the meet- 
ing and sent out the invitations, pre- 
sided. 

The meeting in Columbus, Ohio, was 
arranged by H. N. Lape of Julian & 


under | 


| plained the National Industrial 
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| Kokenge Co., a director of the National 


Boot and Shoe Manufacturers Asso- 
ciation, and all manufacturers in the 
state of Ohio, both members and non- 
members of the Association, were in- 


| vited to attend. Mr. Lape opened the 


meeting and introduced Roger A. 
Selby of the Selby Shoe Company, 


and ex- 
ite. 
covery Act, not only as applicable to 
the shoe industry, but to American in- 


Association, who _ presided, 


| dustry as a whole. Mr. Selby had made 


numerous visits to Washington dur ng 
previous weeks, and has been in close 
touch with the progress of the Ac 
since the beginning. 

Jay O. Ball, managing director of 
the National Boot and Shoe Manufac- 


Schober & Co., also a director, and E. | turers Association, New York, who had 


| spent several weeks in Washington 


with the Association’s counsel and leg- 
islative expert during the drafting of 
the Act, attended all of the meetings. 
Mr. Ball and representatives of ihe 
Association have had the benefit of 
counsel and advice of General John- 
son, administrator of the National In- 
dustrial Recovery Act; General Wil- 
liams, General Conklin, Mr. Power, and 
others in the National Recovery Ad- 
well as_ Secretary 


inson of the Department of Commerce; 


| Secretary Perkins and Mr. Battle of 
| the Department of Labor, and others 
| who at various times have been con- 
| cerned in the drafting and prepara- 
| tion of the Act. 


The information and 
advice secured as a result of these va- 
rious contacts have been discussed 
with President Selby of the National 
Association on his weekly visits to 
Washington; and those in attendance 
at the regional meetings were there- 
fore acquainted with each successive 
step in the plans formulated by the 
National Boot and Shoe Manufactur- 
ers Association, in its efforts to coop- 
erate with the government. The re- 
gional meetings were conducted as 
round-table discussions, in order that 
all manufacturers in attendance might 
give their views and suggestions as to 
unfair trade practices and_ trade 
abuses in the industry, to overcome 
which practical measures might be in- 
corporated in the proposed Code for 
the Boot and Shoe Manufacturing In- 
dustry. 

President Selby of the National 
Boot and Shoe Manufacturers Asso- 
ciation has expressed satisfaction that 
there has been a universal demonstra- 
tion of cooperation and support at all 
the meetings to aid the Federal Ad- 
ministration in carrying out the pur- 
poses of the National Industrial Re- 

[TURN TO PAGE 37 PLEASE] 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it 1s 


constantly imitated but never equalled 
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HEEL 


ITS QUALITY 


is just as superior as its appearance 


Look for the 


“D’ 


ee >] 


THE TRADE-MARK 


is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ERE ARE 


ANSWE & & 
TOUR er 


1. What \S Calluna Kid? 


Calluna is the name of the Kid with the 
new, fashionable finish for women’s Fall 
shoes. It is an inspired finish — ribbed, 
almost "fabric like”. It comes in three 


2. What can it do for ME? 


duo-tones: dark brown with splashes of 
light tan; dark gray and light gray; and 
black and white. Created and designed to 
go with tweed and the informal woolen 
costumes of the coming Fall, Calluna 
carries an authentic atmosphere sugges- 
tive of the English out-of-doors. 


Calluna Kid in aline of smartly styled 
shoes will stimulate the shoe buying of 
your entire clientele. Your customers 
will buy it for a definite purpose — for 
wear with the homespun and tweed 
suitings in vogue during the cool,brisk 
months. Naturally, it will help to build 
up the idea of buying "a particular 
shoe for each occasion” rather than 
“one utility shoe for all purposes”. A 
gtuceful, dignified, “heathery” Kid, it 
will be one of the most satisfactory and 
profitable leaders the Fall will offer you. 


Whose TANNAGE és (#9 


Calluna Kid is a product of th 
Surpass Leather Company of Phila 
delphia, a firm that tans more Black 
Glazed Kid than any other tannery in th 
world, that emphasizes standards of precis: 
and faithful workmanship, that makes 


every effort to deliver consistent and un. 


4: Where can J GET it 9 


Although Calluna Kid is protected under 
both U. S. trademark and U. S. process 
patents, it has been so enthusiastically 
received that practically every manufac- 
turer of styled women’s shoes is including 
it in his line. Your usual sources can prob- 
ably supply you with Calluna footwear. 
Or we will gladly furnish you with a 
complete list of manufacturers from whom 
it can be ordered now. 





THE NEW 








FALL FASHION 





varying quality. To the retailer, this is a 
factor of prime importance. That a Kid 
so new and so unprecedented, should 
come from a conservative, experienced 
leather company, is an indication of the 
fundamental soundness of this surprising, 
outstanding finish. 


5. OWho SAYS 
Calluna Kid will be important for the Fall 9 


We have brought forth Calluna Kid only after the most 
careful study of its merits. But, being the “source”, we might 
be accused of “prejudice”. So send for our free booklet 
showing shoes and matching handbags made of it. Look ut 
it in a manufacturer’s line—made up into shoes. Let your 
style advisors study and comment upon it. Go to fashion 
critics for their opinions. Last —but not least—consider that 
the list of retailers who have already placed orders for shves 
of Calluna for Fall sales includes practically every out 
standing style leader in New York. After all, no higher 

endorsement could be 

secured than such 

actual acceptance! 





LEADER FOR WOMEN'S SHOES 





ALLUNA I WD 





When writing advertisers please mention Boot and Shoe Recorder 
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Rapid Progress on Code Made 


[CONTINUED FROM PAGE 34] 


covery Act, and that there has also 
been a keen desire to cooperate with 
the National Association in the prepa- 
ration of a National Code sufficiently 
broad in scope and simple in applica- 
tion as to eliminate sectional differ- 
ences and individual selfish interests. 

Upon Mr. Ball’s return to New 
York, President Selby called a special 
meeting of the executive committee of 
the National Boot and Shoe Manufac- 
turers Association. A summary was 
compiled of all the suggestions made 
at the various meetings, and special 
consideration given to all divergent 
views expressed and ideas offered to 
be incorporated in the Code to be 
drafted for the shoe manufacturing in- 
dustry. Several suggested Codes were 
considered by the executive committee 
of the National Association, and the 
staff was instructed to prepare a Code 
along general lines suggested by the 
committee. A legislative expert and 
special counsel have been employed to 
assist in drafting a Code, later to be 
submitted to the committee. 

With the benefit of all ideas and 
suggestions secured at the various 
meetings, the executive committee of 
the Association will submit a proposed 
Code to the board of directors, con- 
sisting of 83 manufacturers represent- 
ing all sections of the country, and va- 
rious divergencies of opinion. After 
the meetings held in the various shoe 
manufacturing centers, it is apparent 
that the Association can more readily 
prepare a Code that will meet the 
needs and requirements of the indus- 
try, rectify trade abuses, and cooper- 
ate with the Federal government in 
the administration of the National In- 
dustrial Recovery Act. 


Dan Sullivan’s Boy 
[CONTINUED FROM PAGE 32] 


an establishment. This specialized fam- 
ily shoe store carrying as it does rep- 
resentative named brands of merchan- 
dise, is not greatly influenced by 
changing prices, nor does it resort to 
any price ballyhooing, “special offers” 
and cheap selling promotions. 


While Francis has been out of col- 
lege for a dozen years, he still associ- 
ates with the younger crowd. He 
studies the style demand of this group. 
He maintains many of the old customer 
contacts established by his father and 
has added to this secure customer 
patronage a new trade following. 


The stock inventories are carefully 
budgeted and kept reasonably low, the 
firm taking advantage of all in-stock 
services as much as possible. As may 
be imagined, the staples are confined to 
relatively few styles, but sufficient 
sizes and widths are carried to render 
a complete fitting service. 
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What price 
juvenile shoe 


Who knows? 


however. 
juvenile 


leather? 


One thing is certain, 
That trio of widely used 
shoe leathers, Elko, Nowesco 


and Deerskin, give the maximum of 


barefoot 


comfort, sturdy wear, good 


looks and economy. 


NOWESCO 


holds the middle ground, flanked in 
price and quality by Elko and Deerskin. 
You can specify any Northwestern 
leather with the assurance that the price 


is right. 


NORTHWESTERN LEATHER COMPANY TRUST 





Kitchener Brogue 
Russide Sootan 
W.L.I. Elk Sides 


Smooth Sides 


a on Te 


- NOWESCO 
6 DEERSKIN 
























































ILLINOIS COLLEGE 
mal CHIROPODY 


55% Sie 


Students in Famous 
Foot Clinics of 
Chicago. Over 
35,000 foot cases are 
treated annually. 


CHIROPODY offers an attractive 
profession to those interested in entering the practice 
of this branch of medical science. 

Illinois College of Chiropody and foot Surgery is now 
in its twenty-first year as a leading educational institu- 
tion in this specialized field. Three year course leading 
to degree of Doctor of Surgical Chiropody. Three 
buildings, wide recognition, scientific equipment, emi- 
nent faculty of chiropodists, physicians, surgeons, 
chemists and orthopedists. Excellent clinical facilities. 
High school education or the State Department of 
Education equivalent required for entrance. For bulle- 
tin write the Registrar, Dept. RJ-15. 


Illinois College of Chiropody and Foot Surgery 
1327 North Clark Street Chicago, Illinois 


oO: Pe: ie 
Shoe Buyers Say “YES” 
When You Ask Them 
to Look at Your Line 
at the 


c 
HOTEL NEW YORKER ill 
““Just a Step Away ) ! 








From New York’s 


Largest Shoe 
Orders “’ 


Conveniently located in 
the heart of the "shoe 
belt" for quick contact 
with all important buyers, 
it saves their time and 
yours. 


2500 ROOMS 


NOW 
ONLY WAND UP 


HOTEL NEW YORKER 


34th Street at 8th Avenue, New York Ralph Hitz, President 


Hotels Van Cleve, Dayton; Book-Cadillac, Detroit; Ritz-Cariton, Atlantic City 
also under Ralph Hitz Direction 
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Are Retailers Ready for a Shorter 
Day ? 


[CONTINUED FROM PAGE 22] 


More power to them, for they truly serve who are in 
proxy the true person of the merchant. 

The government has not forgotten the individual 
and the independent in the labor provisions of the 
NIRA. The interests of employees will be protecied 
by the labor representation in the Industrial Recovery 
Administration, whether labor in that industry is 
organized or not. Employees may appear and be 
heard at all hearings on industrial codes with which 
they are concerned. Not that there is any conflict at 
present, at retail, between shoe employer and _ slice 
employee on the subject of maximum hours. But al- 
ready Washington has addressed sharp rebuke 
against organizations operating at retail with one 
shift averaging sixty to seventy-two hours a week 

If the purpose of Government is to reduce the 
unemployment roster of nearly fifteen million per- 
sons, then this clause cannot easily be ignored. It 
is true that department store interests are in the 
direction of limiting all hours to their operating 
schedule. It is also true that in many stores clerical 
waiting time is the major portion of the work 
week; but it is likewise true that many shoe stores 
are prolonging work hours far beyond the normal 
time that anyone in this enlightened age should 
be called upon to work. In many cases exploitation 
in number of hours is of decided competitive ad- 
vantage. 

Would that we had the counsel of that great school- 
master of shoe retailing, the late A. C. McGowin. 
who was one of the first in this country to recom- 
mend stagger hours and he made it work to the protit 
of his business and the loyalty of his workers. 

Retailing is surely faced with the necessity of look- 
ing the problem of hours straight in the face and if it 
means an added cost for retailing service, to transmit 
that on to the public. If there is to be a separate 
code for shoe retailing, this subject alone is going to 
need real economic statesmanship. It is not so easy 
to arbitrarily say forty-eight hours, when a little one 
or two man’s store is fighting for every sale. But 
the call from Washington is for more employment 
and retailing is going to be asked to absorb millions 
now idle and perhaps in want—and shorter hours is 
one path to recovery. 

x * 

With the signing by President Rosevelt of the 
cotton textile code, and the assurance that it will go 
into effect July 17, word comes from Gen. Hugh S. 
Johnson that other industries are being requested to 
take like action immediately. Hours in the cotton 
mills are to be reduced over 25 per cent. Just how 
the retailing of shoes will regulate the hour question. 
nationally, is something which is causing grave con- 
cern to all affected. 
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Effective Display Idea 


By J. EDWARD TUFFT 


The most simple window 
display of shoes imaginable in Gumbiner’s men’s 
store at Hollywood proved four times as effective 
as any other shoe window ever used, according to P. 
A. Lichtenfels, manager and buyer for the shoe de- 
partnient. 

A tilted platform with the rear enough higher than 
the {front to set it at a 45 degree angle practically 














A simple window arrangement that shows the shoes to 
excellent advantage. 





covered the floor of the window. This was covered 
with green duvetyn cloth and marked off in 20 
rectangles with half inch white tape. One shoe 
the right shoe—was set squarely in each rectangle. 
The arrangement gave simple regularity to the lay- 
out. There were five perfectly straight lines of four 
shoes each. 

A number was placed on each shoe. “In watch- 
ing the person attracted to the window,” says Mr. 
Lichtenfels, ‘I noticed that he read the shoes as he 
would read a book, starting at the left and reading 
to the right, beginning always with the top line. When 
he came in he was able to designate the shoe in which 
he was interested merely by saying, ‘the second shoe 
in the second line,’ or ‘the fourth shoe in the first 
line,’ etc. 

“The window showed up wonderfully in the even- 
ing with the lights on and caught the eyes of the 
people on the opposite side of the street. The green 
prevented reflections. 

“The name of the shoe—the manufacturer’s name 
—was shown by means of a Neon sign in front close 
to the glass. 

“This window display cost almost nothing, was 
very easily gotten together and, as I said, was four 
times as effective as any other window display that 
we have ever used.” 

Gumbiner’s is one of the finer Hollywood stores 
and is located at 6379 Hollywood Boulevard. It has 
consistently done a good window job. 
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ANNOUNCING!!! 
HOTEL FLANDERS 


West 47th St. and West 48th St. 


“In the Heart of Times Square” 
One Block From Rockefeller Center 
NEW YORK CITY 


300 LARGE ROOMS 


OFFERING 
Maximum Value—Minimum Rates 
Rooms With Use of Bath........... 1 person .....cc0.- 0% $1.50 
Rooms With Use of Bath........... 2 persons......0.. 06 $2.50 
Reoms With Use of Private Bath....1 person ........... $2.00 
Rooms With Use of Private Bath....2 persons..........-. $3.00 
Large Comfortable Suite......... 2 or 3 people.......... $5.00 


Special Weekly Rates on Newly Furnished, 
Redecorated, Modernized Rooms 


MAKE THE FLANDERS YOUR HOTEL ON YOUR 
NEXT VISIT TO NEW YORK 


YOULL LIKE IT!!! 
FRED W. BIZEL, Resident Mgr. 


Under Same Management 


HOTEL CAMBRIDGE 
60 West 68th St., N. Y. 
An Excellent Residential Hotel Near Central Park 














KENT 
AUTOMATIC 
GARAGE NEW yorRK 


The last word in convenience and safety 
for your car ,.. occupies its own par- 
ticular compartment . . . offers every 
opportunity for storage by the hour, the 
day, the month . .. with or without 
service. 


Rates $15.00 monthly and upwards... 
Expert repairs on all makes of cars. 


KENT GRAND CENTRAL 


44th St. Near Third Ave. 
Tel. Murray Hill 2-0460 


Your Car Is Never Touched by 
Human Hands 














Chain Store Efficiency 
records are made available 


to independent retailers in the 


Recorder’s Stock Record System 
(either in ecards or book form) 









Samples on Request 


MERCHANT’S SERVICE DEPT. 
367 West Adams St., Chicago, III. 
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A poster style of window very excellent for sales purposes. 
“step” being very logical in connection with shoes.) 


Design illustrates the thought of prices stepping down. 
The step shaped panel with letters that make the background is cut out of wall 


(The use of word 


board as is also the figure with dollar as head. Step shaped platforms are used as fixtures to still further carry out the “step” thought. 


Plan Sane Sales Windows 


5 planning your sale 
windows, have one very definite purpose in mind, 
that is to stimulate, the demand for the footwear 
which you have determined must not be carried over 


for another season. The window display must have 
the necessary selling factors that stir customers to 
action in making a decision to purchase the footwear 
you are offering. The window trim must be designed 
to stop passing traffic and after it has been halted, to 
arouse the buying impulses, that forces customers 
into the store. That briefly is the purpose of sale 
windows. 

When discussing sale windows, the last idea we 
are advancing, is a presentation of many pairs of 
shoes, thrown together without purpose or plan, that 
leaves the window observer in a state of confusion, 
indecision and without an emotional urge, to want 
the shoes you are attempting to dispose of. 

While price appeal is perhaps the dominant in- 
fluence that makes for a successful sale, it should not 


be the only appeal. The danger of featuring price, 
price, price, lies in the effect it has on store prestige 
and policy. Such stores that merchandise better 
grade shoes and have developed a reputation for 
quality footwear, usually plan their sales on a percent- 
age reduction, rather than on a comparative price basis. 
Their customers know the regular price schedules 
and when a 10 or 20 per cent sale reduction is an- 
nounced, the statement is convincing and produces 
results. Constant hammering away at price and 
continuously conducting sales. weakens the selling 
event, justified, in cleaning up seasonal shoes that 
are a burden to carry over another season. 

In planning your sale windows, you can use the 
price appeal intelligently, by having one large cutout 
of the sale price hung in the back of the window and 
then in orderly arrangement show some of the most 
enticing patterns that have an outstanding value, at 
the price offered. An inconglomerate mass of shoes, 
spreads havoc and confusion in the customer’s mind. 
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It disturbs clear thinking and prevents the customer 
from making a choice caused by the constant dis- 
traction of the eye shifting over the many pairs of 
shoes. 

Grouping the types, in special sections of the win- 
dow, will aid the sales volume. When seeking sale 
shoes, especially women customers, they have a 
rather definite idea of what they want. Make it easy 
for them to find what they’re looking for, by segre- 
gating the types. 

Plan your windows progressively for the sale. 
Start with a conservative appeal and if the need for 
pressure arises, then you can resort to promotional 
methods that penetrates the brain with its screeching 
appeal. All of these suggestions must be accepted 
and interpreted into your store policy. 

You know best the approach to your sales event 
and in the merchandising behavior that must be 
pursued in conducting it. But we still remain con- 
vinced that Mr. and Mrs. Consumer are seeking relief 
after three years of a constant drum-fire of price, and 
that quality, value, stable merchandise have a greater 
selling influence at the present time than just price 
alone. The glamour of cheapness and lower price has 
been dulled greatly during the past three years. Cus- 
tomers doubt in many cases the wild claims made in 
the promotion of sales. So use caution in handling 


A background with semi-circle of wall board on which is fastened cut-out letters “Shoe Sale.” Cut out mammoth soles of shoes on which 
are lettered “Bottom Prices.” Another idea is to use other wall board soles inclined on the floor on which to display shoes. The heels 
are made of wall board with card board sides bent to shape. 







You may leave these last soles out if you desire. 








your sale window trims. They can be made to do a 
great selling job and help you materially in clearing 
seasonal merchandise. 

The two excellent backgrounds offer a different 
type of window trim. They are distinctly sales win- 
dows and are adaptable for popular priced footwear 
clearance sales. While the dollar sign feature is not 
prominent, the layout emphasizes that for the selling 
event, prices have been reduced. It tells the same 
story but doesn’t resort to a cheap, price approach. 

On the window trim “Prices Step Down” on the 
cartoon figure descending the stairs, if you want 
you can substitute the sale price and display some 
smart patterns in this price range. To feature three 
of four price groups, you can have signs made for 
each lot and set them on the steps, right above the 
sign which reads, ““Mid-summer Shoe Sale.” 

The backgrounds of both these windows show 
independent thinking and give to your sale trim an 
original idea, which is always refreshing to your 
customers and those passing your store. Halting the 
traffic, is of course the prime requisite of a good 
window trim, and this must be the prime considera- 
tion in building the display. Try these two back- 
grounds and window display layouts, you'll find them 
effective in making a successfu! selling drive. 
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LOCKSTITCH 
SHOES 


New shoemaking- methods have ; 
produced characteristics and | 
results heretofore unknown - 





Shoes made by this process 
ASSURE | : 
FLEXIBILITY i. 
FOOT COMFORT ‘ 


STYLE and QUALITY 


] 
THEIR GROWING POPULARITY IS SIGNIFICANT 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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When writing advertisers please mention Boot and Shoe Recorder 
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» HOW'S BUSINESS ¢ 





International Shoe Semi-Annual 
Statement 


St. Lovis—International Shoe Com- 
pany’s statement for the six months 
ended May 31, shows net income of 
$3,114,672, compared with $3,206,251 
for the corresponding period last year. 
Earnings per share of common were 
84 cents for the six months, compared 
with 83 cents for the first half of last 
year. 

Net sales for the period amounted 
to $27,422,524, against $32,386,839. 
The decrease in volume of shipments 
is due to lower prices and dull busi- 
ness during the four months ended 
March 381. 

Letters being sent to stockholders by 
Frank C. Rand, chairman of the board, 
follow, in part: 

“Beginning about April 15 there was 
a noticeable revival in sales. Orders 
for delivery in June, July and August 
were placed in such volume that sales 
for the first half of 1933 showed an in- 
crease of more than 8,000,000 pairs of 
shoes over the first half of 1932. The 
effect of these increased sales, none of 
which were for delivery later than 
August, is not reflected in the inclosed 
statement. 

Balance sheet as of May 31 gives 
effect to the retirement of slightly more 
than half the outstanding preferred 
stock, 58,425 shares, which were called 
in as of June 1 at 105, leaving 46,575 
now outstanding. Despite this evident 
outlay of a total of $5,600,000, com- 
pany’s cash amounts to $7,223,000 and 
government’s $11,656,000, totaling $18,- 
880,000, or only $3,880,000 less than 
the cash account of November 30 last. 
Company apparently disposed of some 
of the International Shoe common 
stock which it carried as an investment, 


SATURDAY, JULY 15, 1933 


EVERY WEEK 

















the latest balance sheet listing 12,679 
shares as against 20,034 on November 
30. The same number of common 
shares are outstanding as at the close 
of the last fiscal year. Total current 
assets amount to $47,165,000 and cur- 
rent liabilities $2,781,000. Inventories 
are carried at $16,569,000, against $16,- 
300,000 on November 30, and receiv- 
ables at $11,716,000, against $12,944,- 
000. 


Hide Prices Still Strong 


NEw York, N. Y.—The past week, 
after the long holiday, the buying of 
hides resumed normal activities. Pack- 
ers sold about 66,000, one-half of them 
steer hides, at % cent a lb. advance 
over previous sales. This brought na- 
tive steers, butt brands and Texas 
steers to 13 cents, a new high price 
for the year, and, incidentally, about 
three times what these hides were sell- 
ing for a year ago. Hides are now 
13% cents bid, offered at 14. 

During the lull in buying packers 
held firmly to their prices. Tanners 
had been disposed to await some re- 
action after the brisk rise which the 
hide market had had since April. The 
low price on steer hides this year was 
4% cents, and the same for light na- 
tive cows. 

At present demand is more for the 
heavier selections rather than cow 
hides, due to the depleted condition of 
the sole leather market and the fact 
that heavy leather tanners have had 
to step up operations sharply since 
June 1 to replenish supplies and meet 
demand. Even so, the effects of in- 
creased production will not be felt 
much before the first of September, as 
the tanning process is a long one. 

A year ago at this time native steers 
sold at 4%, light native cows at the 
same price, and Colorados at 3%. The 
advance over a year ago has been 
even greater in calfskins than in hides. 
At this time in 1932 light skins sold 





at Chicago for 4% cents and 5% cents 
for heavier selections. Today compar- 
able quotations are 14 and 16 cents. 


Announce Wage Raise 


WoRCESTER, Mass.—Two Worcester 
county shoe plants have announced 
wage increases to go into effect July 
10. The H. H. Brown Shoe Co., Inc., 
in Worcester announced a 10 per cent 
wage increase for all employees, 700 
to be affected by the boost. The com- 
pany recently moved to Worcester from 
North Brookfield. 

A 5 per cenit increase for the 800 
employees in the Allen-Squire Co. 
plant at Spencer was announced re- 
cently. The company manufactures 
men’s shoes and has two plants in the 
town. 


Running at Capacity 


MILWAUKEE, WIs.—According tc R. 
J. Dempsey, the Weyenberg Shoe Man- 
ufacturing Co. is running at capacity, 
with the unit output for the first half 
of 1933 being far ahead of the same 
period last year. The company has 
employed more workers and labored 
longer hours than during 1932. With 
an output of 15,000 pairs a day, the 
highest in the firm’s history, Weyen- 
berg is setting some records. 


Drew Employees Get Increase 


PortsmMouTH, OHIO—F. Wallace 
Drew, president of the Irving Drew 
Co., announced a wage increase 
amounting to from 10 to 15 per cent 
for the 600 employees of the company, 
effective at the earliest possible time. 
Mr. Drew declared that the plant is 
now turning out 2500 pairs daily, 
which is about normal capacity. Sales- 
men are turning in extra good busi- 
ness. He declared that prospects for 
the future are much better in every 
way. 
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WHERE TO BUY 
Men’s Shoes 
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“HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS., U.S. A. 











Ret: 
m= **" SHOE 
Men’s Fine Shoes 

OLD COLONY SHOE CO. 

K Brockton, BOSTON 
G. MASS. 10 HIGH ST. 


Shoes Now Retail $8.50 Lp. 


A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y. 
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WHERE TO BUY 
Work Shoes 
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R. M. Broadhurst Continues 


DENVER, CoLo.—On June 27, Ralph 
M. Broadhurst purchased the assets of 
the Broadhurst-Young Shoe Co. from 
the receivers, and incorporated the 
store under the name of Broadhurst, 
Inc. The firm went into receivership 
last fall, and the affairs of the old com- 
pany have just been cleaned up. There 
will be no change in personnel, and 
operation policies will be practically 
the same as before. 


York Outing Plans 


ployers. Prizes for various contests 
were donated by the local shoe retail- 
ers. Charles Martin is in charge of the 
mushball games and_ refreshments. 
Frank Kilgore will look after the swim- 
ming contests, while Jack Freedman 
and Cletus Reineberg will run the base- 
| ball games. 

| Springers trio will furnish the music 
during the banquet. Jacob Reineberg 
and Michael Britcher will lead the 
group singing. The committee in 
charge of the affair is composed of 
Charles Martin, chairman; David 
Lewis, Frank Kilgore and Louis Leibo- 
| witz. 

| Members of the Harrisburg, Co- 
| lumbia, Lancaster, Hanover and Get- 
tysburg Shoe Retailers’ associations 
have been invited to attend the outing. 
Officials of the Middle Atlantic Shoe 
Retailers’ association and the National 
Shoe Retailers’ association will par- 
ticipate in the affair. 








» STORE CHANGES 4 





New Washington Regal Store 


WASHINGTON, D. C.—The Regal Shoe 
Co. has leased premises at 1333 F St., 
N. W. The company opened its first. 
F St. store about 25 years ago. Later 
they moved to 1302, then to 1327 for 
a period of 9 years. This new home 
will be an exclusive men’s shop. The 
room has a long single window which 
| will bring the display very close to 
| the street line. F. S. McFarline, who 
has been in the company’s employ for 
15 years in various eastern cities and 
in Washington for the past year, will 
serve aS manager. 





| Opens Archlock Store 


MANSFIELD, OHI0O—The Archlock 
| Shoes, Inc., chartered with a capital 
| of 50 shares of no par stock, has been 
| incorporated with C. M. Crafton, C. 
| G. Shriner and C. H. Workman as in- 
corporators to operate an Archlock shoe 
shop on Park Avenue. The company, 
which is managed by C. M. Crafton, 
formerly a partner in the Crafton & 
Fogel Shoe Co., will also handle the 
Nunn & Bush line of men’s shoes in 
addition to the Archlock line, manu- 
factured by the Walker T. Dickerson 





Shoe Co. 


Opens Additional Akron Branch 


AKRON, OHI0O—Economy Shoe Store, 
the third in Akron, has been opened at 
190 South Main Street. This new store 
will merchandise footwear for the en- 
tire family and is featuring a chil- 
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York, Pa.—York Shoe Retailers, as 
is their custom, will hold their annual 
outing on July 20 afternoon and 
evening. All male employees of local 
shoe stores will be guests of their em- 
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dren’s Tux-Flex department in a sepa. 
rate and attractively equipped depart. 
ment which has been created to prop. 
erly serve the children. The store wil] 
maintain a hosiery department featur. 
ing popular priced lines. Fixtures and 
all appointments are new. The store 
also has a downstairs shoe department, 
with prices lower than the main store, 


To Sell Shoes Exclusively 


BALTIMORE, Mp.—Goldenberg’s jas 
converted its combined shoe, dry goods 
and apparel establishment at 425-427. 
429 South Broadway into a footwear 
establishment exclusively which it is 
operating under the name of Goldon- 
berg’s Shoe Market. The dry goods and 
apparel departments of the store h:.ve 
been removed to another of the cin- 
cern’s stores at 600 South Broadwiy. 
Goldenberg’s Shoe Market is the larg»st 
retail shoe establishment in the city 
outside of the downtown district. 





Erbstein Opens in Moline 


MOLINE, ILL.—Julius Erbstein, for- 
merly manager of the bargain base- 
ment for the New York Store, will open 
a shoe and hosiery store at 1526 Sixth 
Avenue, center of the business district, 
soon. Mr. Erbstein specialized in shoes 
during 19 years with Brady-Waxen- 
berg Co., of Rock Island. The store 
will stock shoes for men, women and 
children. 


Hill Reopens in Tacoma 


TACOMA, WaAsH.—The Hill Shoe 
Company has reopened in their old lo- 
cations occupied for a number of 
years past. Manager E. F. Hill ad- 
vises the company will again feature 
Rice-O’Neill and Dickerson shoes, also 
Wayne hosiery. P. H. Cameron is as- 
sistant. 


Enlarges Shoe Department 


Piqua, On10o—Frank R. Albright, 
who has been operating a department 
store under the name of Rapp’s Store, 
has opened a larger store under the 
name of Rapp’s Woman’s Wear Store, 
with a greatly enlarged woman’s shoe 
department. He has separated the men’s 
and women’s shoe departments. 





Gordon Warren Starts Retailing 


ATLANTA, GA.—Gordon Warren, for 
many years associated with the shoe 
department of the George Muse Cloth- 
ing Company, is now in business for 
himself, and is selling shoes to a wide 
clientele of customers in Atlanta an 
its territory. 


New Store in Lynn 


Lynn, Mass.—Morton’s Shoe Store 
now at 136 Oxford Street, is handling 
popular styles for men and women. M 








Tenenbaum is manager. 
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LEATHER WHOLESALE PRICES EASE OFF SLIGHTLY 





—— 


WASHINGTON, D. C.—The Bureau of 
Labor Statistics of the U. S. Depart- 
ment of Labor announces that its in- 
dex number of wholesale prices for the 
week ending July 1 stands at 66.3 as 
compared with 65.1 for the week end- 
ing June 24, showing an increase of 
approximately 18-10 per cent. These 
index numbers are derived from price 


ALL COMMODITIES 
a products 


‘oods 
ies and leather products ............. 
Textile products 
Fuel ind lighting 
Metais and metal products ............ 
Building materials 
Chemicals and drugs 
House furnishing goods ................ 
Misce!laneous 


quotations of 784 commodities, 
weighted according to the importance 
of each commodity, and based on aver- 
age prices for the year 1926 as 100.0. 

The accompanying statement shows 


‘the index numbers of groups of com- 


modities for the weeks ending June 3, 
10, 17, 24, and July 1, 1933. 


WEEK ENDING— 
June 3 June 10 June17 June 24 July 1 
63.8 64.0 64.5 65.1 66.3 


52.5 52.8 53.2 56.9 
61.0 61.0 61.4 62.6 
80.9 82.8 83.5 83.3 
58.7 60.2 61.5 62.2 
60.8 61.4 63.6 64.3 
78.7 78.9 ° 78.9 79.2 
72.9 73.4 74.2 75.9 
73.8 73.8 73.6 73.5 
72.4 72.8 72.8 73.2 
59.5 60.6 61.1 62.1 





» TRADE DOINGS 4 


June Sales Gain 


LOUISVILLE—Most gratifying in- 
creases are reported for the retail shoe 
business in the past two months. It 
has been the best white season in many 
years, some stores say in their history, 
and the buying begun two weeks earlier 
this year than usual. 

The following stores report an in- 
creased business for June, Arch Pre- 
server Shoe Shop, about 15 per cent; 
Byck’s 12 per cent, 25 per cent for 
May, and very gratifying sales of shoes 
selling for $10.50 and $12.50, many 
brown and white shoes being sold; 
Besten and Langen, 12 per cent; 
Stewart’s 10 per cent. 

In most instances the June buying 
showed a slowing up, over May, but 
both months were much better than 
last year and dealers are optimistic 
about the future. 





Vetoes Proposed Chiropody Act 


TRENTON, N. J.—Governor Moore 
has filed in the State library without 
approval the ‘Ward bill to amend the 
act of 1906 regulating the practice of 
chiropody. 

“It seems to me,” said the Governor’s 
note of disapproval, “this is a wholly 
unnecessary piece of legislation, crude- 
ly drawn, and if it should become a law 
would operate to embarrass legitimate 
dealers in footwear. It is another ex- 
ample of the desire for power which 
exists on the part of State boards.” 

The provision to which the Governor 
referred was that the measure should 
not be construed to prevent the sale of 
orthopedic shoes or commercial arch 
supports, if the dealer does not hold 
himself out as able to examine, diag- 
nose, treat, operate or prescribe for 





any ailment of the human foot. The 
language of the bill would prevent 
dealers, unless licensed as chiropodists, 
from examining the feet of patrons. 


Lines Up on Recovery Act 


BALTIMORE, Mp.—The _ Baltimore 
Shoe and Leather Board of Trade 
will adopt and put into practice the 
code of business ethics adopted by the 
national organization in line with the 
provisions of the National Recovery 
Act, according to William H. Norris, of 
the Dixon-Bartlett Co., 110 West Red- 
wood Street, president of the organ- 
ization. Elkan L. Ries, of D. Myers 
& Sons, 19 S. Hanover Street, is secre- 
tary of the organization. 

The association has joined the group 
of trade associations which has been 
formed in this city under the direction 
of the Baltimore Association of Com- 
merce designed for mutual business- 
aid toward bringing about a recovery 
in business generally. 


Shoe Merchants Join Drive 


CLEVELAND, OHI0—Shoe retailers 
here are cooperating with the Mayor’s 
Committee, the Cleveland Advertising 
Club and other organizations in a big 
business drive which is expected to 
stimulate public consciousness as to 
present values and the future uptrend 
in prices. Euclid Avenue merchants 
have adopted the slogan, “the Buyers 
Opportunity Is Here,” which will be 
placed on shields for every shop window 
on the avenue. With Cleveland banks 
releasing $50,000,000 cash in mid-July, 
a veritable buying orgy is expected and 
stores are freshening their stock for 
the increased trade. Early summer shoe 
sales in Cleveland have already shown 
a healthy gain in unit volume over 
1932 and merchants are now looking 
with optimism to the fall. 
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WHERE TO BUY 


Women’s Shoes 
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THE PUMP WITHOUT A GAP 


GENUINE COMPO PROCESS 
IN STOCK 
Black Suede 


Brown Suede 
Kaffir Calf 
» Patent Leather 
*% Brown Kid 
» Black Moire 
White 
Moire 


Regent and Seamless 
High and Baby Louis 
AAA to C 


BETT SHOE CO. 
58 N. 4th St., Philadelphia, Pa. 








YEAR AFTER YEAR DEALERS 
CONTINUE HANDLING 


Born oe 


Customers 
Insist on An- 
other Pair 
and Recom- 
mend it to 
Others 


SHAF'T-PIERCE SHOE COMPANY 
Faribault, Minnesota 








LINEN 


REGENTS 
In Stock 


W682 Waite Linen Cleats) 
19/8 Full Louis Heel 
W683 White Linen a Jr.) 
3 ast 16/8 Jr. Louis Heel 
Same in White eros PB Laévecuess $1.50 
Widths AA-C 
Send for GatelsauawOt Styles 


HANNAHSON'S 


HAVERHILL : : MASSACHUSETTS 








ORIGINAL 


Dr:dt, 


FOR MEN 
]. P. SMITH SHOE CO. 
Chicago, Ill. 
Both lines carried in stock. 
FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 
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WHERE TO BUY 


Men’s and Women’s 
Slippers 


A866, 6 EAP SES 


8. CHASE sone 
WAVORHILL: M 

, Ia Stock Men’s Full Leather Lined 
Handturned Slippers 

Priced from $1.35 

Kid Pullman Slippers 

colors and black with 

Snap Pocket $1.26 

‘tipper Pocket $1.50 


w. is, INC., 


8 8 EF OA I Te 


WHERE TO BUY 
Shoe Trees 


OO 8 6 Oh 8 Oe OE 


Self Adjusting Shee Trees. 


A gentle squeeze inserts or 
removes. Write for unique 
sales plan. ‘ 


SIMPLEX SHOE 
TREE COMPANY 


OS W ADAMS $7, CHIC 
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WHERE TO BUY 
Shoe Dressings 


6 6 6 FEF OF OP ee 





~~ 


CLEANS ALL WHITE SHOES CLEAN 
Satisfaction—Or Money Back 
SOLD BY GOOD WHOLESALERS 


CAVALIER CORP. 
BALTIMORE, MD. 





MORE LIGHT IN SHOES 


Seattle, Wash.—Florsheim’s store exemplifies 
an interesting and most effective manner of 
utilizing the new perforated Summer shoes as 
the frontal piece of a window display. In the 
foreground are a handsome pair of the latest 
model. Showing up the perforations to best 
advantage are little electric bulbs inside which 
blink on and off. All lit up like an air beacon, 
the shoes pilot passersby to the interesting dis- 
play of cool shoes. 


SSO el RRR EE OR 


| 
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» WHAT’S NEW 4 





Fast Selling Novelty 


Hosiery departments and shoe stores 
in general who are looking for novel- 


Po 


Novelty Beach Jewelry 


ties will be interested in the new Cello- 
phane jewelry items just brought out. 
Best & Co., New York, is one of the 
stores which are selling these items at 
retail. They have had excellent suc- 
cess, it is reported, in featuring them 
to wear with beach ensembles. As the 
sets are done in barbaric colors, they 
are particularly appropriate for the 
beach. The retail price, whether brace- 
let, pin or clasp, is $1. 


New Drying Rack 


The Cataract Chemical Company, 
Buffalo, N. Y., manufacturers of 
chemicals used in making soles for 
women’s shoes more flexible has de- 
veloped an inexpensive drying rack 
that will not warp or buckle. The rack 
consists of a one-eighth inch pressed 
wood board on a light frame, three feet 
by two feet. This rack remains abso- 
lutely flat and the soles dry evenly. 

A Boston manufacturer uses pressed 
wood trays for painting and drying 
wooden heels. 


Vacation Footwear Active 


CHICAGO—Vacation footwear is go- 
ing like hot cakes in the Young Peo- 
ple’s Shoe Department at Marshall 
Field and Company’s. “The hottest 
June in the annals of the city” have 
brought a general quick scurrying into 
vacation togs. More tennis shoes have 
been sold here than ever before, was 
the report. This is not only because of 
an intense interest in the game but be- 
cause these shoes are being worn for 
any and every purpose especially by 
boys. Tennis shoes are carried in all 
sizes from children’s up to those for 
young men and women of college age. 

Children and misses are buying lots 


| 





15, 1933, 
of barefoot sandals in brown, smoke 
elk and white. Fabric sandals with 
rubber soles are also going fast fo; 
beach wear—again due partly to the 
hot weather. White shoes of course are 
popular in all sizes. Ducklin and kiq 
are best sellers and in sandals and ox. 
fords white elk is going well. 


Long White Season 


CHIcAGO — Whites are the  iirsi, 
second and third choice of custome’s at 
F, E. Foster and Company’s according 
to Carl Burgstahler. It has been and 
continues to be a splendid white se:son 
due partly to the unusually hot June, 
The white sales will probably kee}: up 
without abating through July and into 
August. This store is planning no sale 
until the regular August sale says Mr, 
Burgstahler. 

The Cent-O-Prog shoe, both in white 
and white and tan, has exceeded all 
expectations. Many Fair visitors have 
patronized this store and busines« jis 
feeling the good effects of the transient 
trade in town. Because of the un- 
usual amount of tramping done this 
summer, women are becoming niore 
than ever foot-conscious and are in- 
terested in finely built serviceable welts. 


Good Sports Season 


BALTIMORE, Mp.—This has been a 
real men’s sport shoe season in this 
city according to all shoemen who re- 
port men’s sport shoe sales to date the 
greatest they have ever been. One 
shoeman in business for more than 
20 years stated it has been the biggest 
men’s sport shoe year in his recol- 
lection. 

Shoemen are jubilant over the men’s 
sport. shoe activity and as a conse- 
quence look for fine early Fall sales 
of heavyweight shoes. For it was 
pointed out, men who are now wear- 
ing sport shoes will be in the market 
for seasonable shoes when the Fall 
season rolls around. 


Steinbach Celebrates 
Anniversary 


LONG BRANCH, N. J.— David Stein- 
bach is celebrating his fifth anniversary 
as shoe buyer for the Jacob Steinbach 
department store. In this connection 
the shoe department is featuring spe- 
cial values in men’s, women’s and chil- 
dren’s shoes, including two of the out- 
standing shoe manufacturing concerns 
in the country—namely “Vitality” for 
women and “Buster Brown” for chil- 
dren. 

The shoe department of the Stein- 
bach store has successfully gone for- 
ward every year under Mr. Berlow’s 
management who is considered a leader 
in his field, thoroughly versed in all 
phases of foot correction and fitting. 
He has taken a post graduate course of 
instruction in foot anatomy, shoe fit- 
ting and scientific adjustment of me- 
chanical appliances. 
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«ON THE SELLING END > 


News of the Travelers and Sales Activities 








— 


J. W. Connor Promoted 


Three years ago J. W. Connor came 
to the International Shoe Co. to serve 
as a special sales representative for 
the Continental division, covering the 
entire western and southern sections of 
the country. He has now been ap- 
pointed to succeed Theo. Copeland as 
Sales Manager for the Southern Di- 
vision of the Peters Shoe Co. Mr. 
Copeland, at his own request has asked 
that he be sent back to Texas as a 
salesman with headquarters in Dallas. 

In his job with the Continental di- 
vision, Mr. Connor contacted some of 
the largest shoe operators in the en- 
tire country. He has probably sold and 
styled as many shoes as any other one 
single traveling representative during 
the past few years. 

With such a marvelous background of 
selling, styling and merchandising, Bill 
Connor is wonderfully equipped to work 
with the trade and with the Peters 
salesmen in the southern division. 

Mr. Connor, in his new position, is 
not only anxious to welcome all his old 
shoe friends throughout the country, 
but is particularly interested in becom- 
ing well acquainted with all Peters 
Shoe dealers everywhere. 


Myers’ Men Out 


The following salesmen are now on 
their respective territories for D. 
Myers & Sons, Baltimore wholesalers. 
Early reports indicate an excellent re- 
ception for the new fall lines which the 
men are showing. 


Irving Gomprecht—Washington, D. C., 

Baltimore, Philadelphia, Richmond and 
adjacent territories. 

Aaron Krome—Eastern Pennsylvania. 

Myer Rosenberg—Western Pennsylvania. 

Sol Sacks—Alabama, Mississippi, Northern 
Georgia. 
Oscar Hacker—Florida, Southern Georgia. 
Samuel Herzfeld—Texas, Louisiana, Okla- 
homa, Tennessee, Indiana, Colorado. 
Jack Croner—North Carolina and South 
Carolina. 

R. a Griggs—West Virginia and Southern 
Ohio. 

Louis Manheim—Northern Ohio, 
New York State. 

Charles Shipley—Maryland, Delaware, Vir- 
ginia, Pennsylvania, West Virginia. 

R. E. Harrison—West Virginia, New Jersey, 
Eastern Shore, Maryland, Virginia, Del- 


Northern 


aware. 
Frank Smalkin—Washington, D. C., and 


Baltimore. 
D. H. Orr—New York State. 


Central Adds Road Men 


Subsequent to the recent  semi- 
annual Sales Convention, J. P. Reed, 
vice-president and Eastern division 
sales manager of the Central Shoe 
Company, announced the following ad- 
ditions to the sales force: 

C. S. Harvey, formerly of Craddock- 
Terry, has been appointed field repre- 
sentative in the Eastern States cover- 





ing industrial and commissary stores. 

F. P. Dodge will now carry the Cen- 
tral line in Philadelphia and southeast- 
ern Pennsylvania. 

J. W. Witham will cover northeast- 
ern Pennsylvania, making his head- 
quarters at Williamsport. 

C. H. Brown will cover 
and Washington. 

W. L. Cathey has taken the Central 
line into eastern South Carolina. 

Central Shoe Company now has ap- 
proximately 130 men in the field. Mr. 
Reed states that orders booked are 
very satisfactory. 


Baltimore 


Kincaid Changes Line 


Hugh L. Kincaid has joined the sales 
organization of the L. D. Stickles Shoe 
Company of Red Wing, Minn. He will 
represent them in the states of Ohio, 
Michigan and western New York. 

Mr. Kincaid has been identified with 
the trade throughout this territory for 
a number of years and has a splendid 
reputation as a specialist in the pres- 
entation of juvenile shoes. He has 
many friends of long standing in this 
territory that will welcome him with 
the new line. 


Makes Style Show Refund 


At the last meeting of the Shoe 
Travelers Association of Los Angeles it 
was voted to mail refund checks to all 
exhibitors in their recent Style Show. 
This is in line with the established 
policy of the association in conducting 
shows. The name of the organization 
is to be changed and a proposition is 
being considered relative to establish- 
ing a Ladies’ Auxiliary. The auxiliary 
will meet at regular intervals for social 
gatherings such as cards and dancing. 
The desirability of holding style shows 
semi-annually is also under considera- 
tion. 


Heads Coast Travelers Assn. 


The Pacific Northwest National 
Shoe Travelers’ Association at a re- 
cent meeting elected the following offi- 
cers: President. Allen K. Umphrey; 
vice-president, Joe Gross; secretary- 
treasurer, Edward A. MacLean. 

During the recent convention and 
show of the Pacific Northwest Shoe 
Retailers, the commercial traveling 
shoe salesmen in that section were 
especially helpful and instrumental in 
the success of the convention. 


Pittsburgh Shoe Outing 


PITTSBURGH, Pa.—Members 
Pittsburgh Shoe Retailers Association 


of the 


will hold their annual picnic at 
Turner’s Park, Perrysville, Pa., July 
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WHERE TO BUY 


Children’s Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Seles...0-8 
intermediates ........ 1-5 
Flexible Hard Soles. ..2-8 


Send for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
SHOE CO 


Locust St. Danvers, Mass. 








The SANDAL 


season is here. 


Made 

With , 
"CORK" * 
INSOLE ! 


Write today for samples 


SWAN SHOE CO., INC. 


2201 Aisquith Street 
BALTIMORE, MARYLAND 


Immediate 
Delivery 











fo 
Gi 


Highest Grade Goodyear Welts. 
Infants’ to Growing Girls’. Out- 
standing Values. In_ Stock. Fall 
line will prove a Revelation in 
Merchandising. 


\ CHILD LIFE SHOE MFG.CO. 


MILWAUKEE wis. 


IZ 44 4 SV 


4 








20, in conjunction with local jobbers 
and traveling men. A mushball game 
between the jobbers and _ retailers, 
quoits, games, cards and refreshments 
have been planned. 

W. H. Kuhl is general chairman; 
Sam B. Levine, president of the re- 
tailers’ association, is in charge of the 
retailers committee; C. S. Newell, the 
jobbers, and J. W. Matey the traveling 
men. Approximately 150 local shoe 
men are expected to attend. 


Floyd Shoes Growing 


HartForp, CoNN.—A new unit of 
the Floyd Shoes, Inc., retail chain has 
been opened at 751 Main Street, the 
concern having taken a five-year lease 
on the premises. 
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What Women Demand 


[CONTINUED FROM PAGE 19] 


counts or habit may be proud of its 
past achievement but should look to the 
future for its laurels unless these fac- 
tors are healthily interspersed with 
others, which are building steady cus- 
tomers for the future. Conversely a 
store succeeding largely because of 
price or sales should realize that this is 
only an intermediary step and that 
steady customers buying because it has 
grown to be habit or because the style 
or fit is good should be developed as 
rapidly as possible. 

“What do your shoes look like after 
they have been worn a month?” 

Women are asking this question of 
stores today. After the first three im- 
portant factors, i. e., comfort, style 
and price, women are asking next “Do 
your shoes keep their shape?” Eight 
women considered this the most impor- 
tant factor in purchasing shoes and 
197 women listed it as one of the im- 
portant factors. 

In some years, the matching of a 
costume is a very important item and 
the store where dress, coat and shoes 
can be selected and harmonized most 
successfully gets the business. Match- 
ing of the costume is important this 
year, listed first in importance by seven 
women and important by 173 women. 
Changes in buying habits, however, 
this year as compared with last year 
indicate women are buying fewer shoes 
to match costumes due to the necessity 
of cutting down, in many instances, the 
number of shoes purchased a year. 

“Can you sell shoes this year?” 

According to this survey in Minne- 
apolis, 42.1 per cent of the customers 
have not changed their buying habits 
on shoes. A large part of the customers 
can still be sold just as many and just 
as expensive shoes as have always 
been sold them if this section of the 
market is found and cultivated aggres- 
sively. The other 57.9 per cent of the 
customers have changed their buying 
habits within the last year. The pro- 
motion and sales effort should recog- 
nize these changed habits. 

Twenty-two and five-tenths per cent 
of the housewives are buying less ex- 
pensive shoes this year. On the whole, 
price lines ehave fallen in line with 
lower price tendencies. Interviews 
brought out the danger of this move- 
ment for the better grade store. A 
number of women who have been accus- 
tomed to trade at the more exclusive 
shops now believe that they cannot buy 
at these shops and have shifted their 
trade to what they consider a lower 
priced store. In a number of instances, 
prices are no doubt lower in the better 
grade store than they were a year ago, 
but housewives have not always real- 
ized this fact. 

Women are checking purchases more 
carefully and _ studying advertising 
more than they ever have before. A 








large group of women stated that they 
were buying on sales more, shopping 
arourd more for their shoes and study- | 
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ing values more before purchasing. 
There is more emphasis on comfort 
which has brought more interest in the 
corrective shoe. A few women frankly 
said that it was necessary for them to 
buy more comfortable shoes because 
they were doing more of their work. 
18.6 per cent of the housewives inter- 
viewed said that they were buying 
fewer shoes than they were last year 
and 13.7 per cent said that they were 
not attempting to match costumes this 
year in shoes as they did formerly. 

Habits of business women showed 
practically the same type of change, 
but not to quite as great an extent. 
Only 49.2 per cent of the business 
women interviewed had changed their 
buying habits as compared with 60.4 
per cent of the housewives. 50.8 per 
cent of the business women may be sold 
shoes this year by stores in the same 
quantity, price, etc., as usual. This is 
also true of 39.6 per cent of the house- 
wives in Minneapolis. 18.9 per cent of 
the business women interviewed were 
buying cheaper shoes this year, 9.5 
were buying fewer shoes, and 9.5 were 
buying lower heeled shoes this year. 
Other changes in buying habits given 
were similar to those of housewives: 
more emphasis on sale merchandise, 
less matching of costumes, etc. 

“Shall we concentrate on plain or 
novelty shoes this year?” 

This question cannot be answered for 
any one store by a quick general sur- 
vey of last year’s purchases by a group 
of representative women. Changes in 
style trends this Fall will need to be 
considered before answering this ques- 
tion. Last year may have been a year 
for plain shoes and the next season 
may show decided tendencies in the op- 
posite direction. Neither can a ques- 
tion of this kind be answered through 
a survey alone for any one individual 
store, for stores differ, depending on 
their past history, line of stock and 
type of customers. Therefore, only as 
a basis of study to be taken into con- 
sideration with other store information 
the facts of last year’s purchases by 
278 Minneapolis women is presented. 

Sixty-two and four-tenths per cent of 
the women interviewed purchased plain 
shoes last year and 37.6 per cent pur- 
chased novelty shoes. Housewives pur- 
chased more plain shoes, while business 
women and students purchased more 
novelty shoes; housewives, plain shoes, 
70.6 per cent; novelty, 29.4 per cent; 
business women and students, plain 
shoes, 47.1 per cent; novelty, 52.9 per 
cent. It is apparent that it depends on 
the type of customers wanted what type 
of shoes will be promoted. 

The store which had, by all odds, the 
best shoe business in Minneapolis, ac- 
cording to this survey, showed about 
the same percentage for novelty and 
plain shoes as the total for housewives 
and business women and students com- 
bined. The second store in sales, how- 
ever, is selling almost as many novelty 
shoes as plain shoes (48.2 per cent nov- 
elty, 51.8 per cent plain). There was a 
great deal of difference even among 
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the leading stores in the type of shoes 
sold. One store was selling 80 per cent 
novelty shoes, and another 73 per cent 
plain. It is significant that there 
were more plain shoes purchased than 
novelty and that the better grade 
stores were selling more of the plain 
shoes, while lower priced stores were 
selling more novelty shoes. In each 
group, however. there were enough ex- 
ceptions to make an individual store 
study necessary. 


A Boom Shoe Market 
But for Shadow of Code 


[CONTINUED FROM PAGE 17] 


regulations as established in the code 
and hinted that it was generally |ve- 
lieved that Washington was viewing 
with much approval a 40-hour week for 
retail operation. It was particularly 
mentioned that the proposed code (id 
not set up store hours but rather estab- 
lished maximum working hours jor 
employees. The term executive, who 
was, and who could be included, under 
this definition resulted in defining that 
the owner of the business was solely 
entitled to this designation. Clerks on 
commission and those on straight sal- 
ary would have to be paid the minimum 
wage and subterfuges would not. be 
tolerated. 

Policing of the industry would \e 
the work of the association with Na- 
tional Recovery Councils set up in each 
community to administer and report 
violations of the code, when it is 
adopted and signed by the President. 

(g) The need of promoting increased 

sales of quality shoes in relation 
to profit and better service to 
the public. 

With minimum wages and maximum 
hours established and discount ad- 
vantages of large operators reduced to 
a point giving them little or no advan- 
tage over the independent merchants, 
service, intelligent selling and _ ef- 
ficient fitting were considered as tre- 
mendous advantages upon which shoe 


‘merchants could capitalize and_ build 


increased trade. 

“Business is one thing that does not 
come to those that wait,” said Sidney J. 
Stokes, of New Haven, Conn., “busi- 
ness will follow intelligent, progressive 
engineering for those who go after it.” 

Merchants in attendance expressed 
cooperative hopes that the N.S.R.A. 
proposed code for retail shoes would 
correct many of the present difficulties 
of the trade. 


To Carry Shoes 


Port CHESTER, N. Y.—King’s De- 
partment Store, which opened June 
24 in the former Steiger-Schick Builc- 
ing at 36-40 North Main Street, has 
shoe department on the third floo:, 
carrying full lines of men’s, women’: 


and children’s shoes. John Schick i: 
general manager of the store. 
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When He Moved 


[CONTINUED FROM PAGE 28] 


they far exceeded last year’s total 
sales. During April the store struck 
its stride. That month doubled the 
previous month’s business. May dou- 
bled that of April, while both June and 
July showed 50 per cent increases over 
the previous months. 

What saved the Taub business was 
that he did not go panicky on cheap 
shoes, when prices commenced to slide. 
It helped, too, to have it known that 
the old 42nd Street store was no long- 
er under his control. Many stores in 
the city went strong for the cheaper 
lines, but Taub, by sticking to his good 
established lines, saved his regular 
trade. Now he is sitting on top of the 
wor!d as far as business is concerned. 

A recent news item in the RECORDER 
told of a single sale to one customer, 
made at one sitting, which totaled over 
$700. That’s not an every day oc- 
currence, but it happens often enough 
not to create any great excitement. 
Women buying from three to a dozen 
pairs of shoes retailing from $12 to 
$18.50 is a regular daily routine. The 
card files contain ample proof of such 
transactions. Proof, too, of the abso- 
lute faith of the trade in the store. This 
establishment was developed on the 
presumption that a better job would 
be done if just one kind and type of 
shoe was promoted. It was felt that 
there would always be a very definite 
amount of business on round toe shoes 
regardless of the current fashion vogue. 
And, too, a merchant would do better 
by developing that field than by spread- 
ing out thinly over a larger territory. 

One of the secrets of this store is 
that it creates most of its own styles. 
Other stores may have what they will, 
but “the Parisian Bootery” will have 
something different. They are not 
much troubled with the copyists, for 
it is difficult to copy hand made welts 
in regular run of the mill production. 
Then, not all the newest models are 
shown in the windows; many are “re- 
served.” 

Fit is something which is never 
argued in this shop. No shoe leaves 
the store unless it fits as perfectly as 
is humanly possible. There is never an 
argument with a customer over wear- 
ing qualities, fit, color or service. Cus- 
tomers dictate their own credit allow- 
ances, When the trade knows this, it 
never takes advantage of a situation. 
As for fitting problems, customers 
place themselves entirely in the hands 
of the fitters. 

Each time a customer comes to be 
fitted, a new measurement is taken. 
Feet change in size more frequently 
than the average shoe man realizcs 
Taub has found. He even cites the fact 
that he revamps his buying charts 
from year to year. A size schedule of 
five years ago is as antiquated as hat 
styles of that vintage. 

Custom-made shoes form quite a 
part of the total business of this store. 
There are two men well versed in tak- 
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ing special measurements in addition 
to proprietor Taub. On all custom- 
made orders, customers are assured of 
a perfect fit, as all are given a “try- 
on” through the means of a dummy 
pair. 

And that’s a bird’s eye picture of a 
shoe man who did not know how to sell 
other than top grades and whose sales 
look like some shoe traveler’s orders. 





» HOSIERY SELLING < 





Initials Hosiery Free 


CuicaGco—An “initialer” for hosiery 
is a recently set up trade teaser at the 
Davis Store. With this machine stock- 
ings can be initialed for the customer 
while she waits. It is of especial in- 
terest to women in cases where there 
are several in one family. The service 
is free. 

In speaking of this new service, Miss 
Alice Strook, buyer for the hosiery de- 
partment, pointed out the value of con- 
stantly finding new means to interest 
women in buying. Of course women 
who CAN’T buy are not to be per- 
suaded however great the inducement. 
While there are many of these Miss 
Strook spoke positively about the new 
upward business trend and willingness 
of customers to buy, noticeable during 
the past week or ten days. 

Three spring colors are being 
strongly featured in this department— 
alababa, fog-mist and chukker. These 
are all neutral colors that go equally 
well with black, tan, browi or blue. 
Deau-san is being suggested as an 
especially effective color with water- 
snakes. These popular leathers have 
so many different casts that it is better 
for women not to try to match them 
exactly but to go in for the contrasting 
shades that is a sensible vogue so 
popular this season, with many of the 
leathers and it is especially so with the 
reptiles. 

Miss Strook pointed out the addi- 
tional service to customers that results 
from intelligent salesmanship. “I keep 
in close touch with the sales force,” 
she said. “We occasionally have heart 
to heart talks and I believe it does 
much for the morale of the department. 
The girls are kept in touch with ad- 
vertisements, any new features and 
other points that make them efficient 
sales people.” 


Has Hosiery Sample Sale 


Des MOINES, Iowa — Keeping the 
stock moving rapidly is the keynote 
of the hosiery department in Arant’s 
shoe store here, a member of the Panor 
group. This fact is played up to the 
customers as an advantage in purchas- 
ing at a shoe store with assurance of 
fresh stock. 

About every six months the window 
samples are grouped in one massed 
sale at 29 cents a pair with the result 
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regular price lines carried in this par- 
ticular store are 47 cents to $1. 
Promotion of hosiery is not carried 
on extensively through advertising, 
only as an occasional small ad in con- 
nection with a display of shoes. The 
chief display practiced by this store is 
through the windows, and sales by sug- 
gestion when shoes are sold bring good 
results. A. Boldes is manager of the 
store. 


Puts Cellophane in Hose 


DENVER, COLO.—The Gano - Downs 
Company has been able to add 100 per 
cent to the effectiveness of its hosiery 
displays by placing sheets of cellophane 
within the women’s hosiery. 

The hosiery which comes from the 
manufacturer stuffed with cellophane 
is placed on display as it is. Hosiery 
not already provided with cellophane is 
not placed on display without cello- 
phane innards. 

The glossy material within the stock- 
ings creates an entirely different and 
much more pleasing effect. Under the 
lights of both the counter display and 
window showings, a startling new color 
and attractiveness is achieved. Stock- 
ings of every shade are transformed 
from cool, common silk to glittering, 
life-like and eye-catching splendor. The 
color of each stocking is not only en- 
hanced but individualized from the rest. 
by the cellophane. 


Change Doubles Hosiery Sales 


CLEVELAND, OHIO—A few weeks ago 
the Cleveland Stetson Shop brought. 
out its hosiery department from a lo- 
cation under the balcony to a spot in 
the foreground. Two case counters 
were set up facing front and side in 
place of the one case previously used. 
The stock cabinet is immediately be- 
hind the cases and no more space is 
used than before. Shoe shelves were 
placed along the wall where hosiery 
had formerly been. “Moving the hosiery 
department to a foreground location 
and brightening it up a bit has meant 
doubled sales,” says Allen V. Holbrook, 
manager. 


No Tax on Lasts 


CoLUMBUS, OHIO—The lasts on which 
shoes are manufactured are not taxable 
under a decision of Judge Dana F. 
Reynolds in Common Pleas Court re- 
cently in the case brought by the G. 
Edwin Smith Shoe Co. against the Ohio 
Tax Commission, which sought to col- 
lect taxes on lasts used in the Colum- 
bus and Newark (Ohio) factories. 

Under the court’s decision these are 
legally patterns and are not taxable. 
The Tax Commission attempted to as- 
sess $466 in Franklin county and $41 
in Licking county as tax on lasts. The 
decision affects thousands of dollars 
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CLAV/IFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


= e o¢ 

















SALESMEN WANTED 


POSITION WANTED 


WANTED TO PURCHASE 





ANTED: Salesmen to carry line of Men’s 
Hand Turned House Slippers, on a strictly 
Commission basis; States open: Pennsylvania 
and Missouri. Address D-403, care Boot and 
Shoe Recorder, 239 West 39th St., New York, 


WANTED | a position as foreman or machine 

operator in welt department in shoe factory. 
Have been fourteen years with my present em- 
ployer, now _ closing indefinitely. Address 
William Jackson, P. O. Box 168, Belpre, Ohio. 





ALESMEN—To sell women's novelty shoes 

in New York State, Connecticut and East. 
Fall line ready July 20th. a commission. 
Monthly settlements.—B. C. SAMUELS SHOE 
CORP., 115 West Broadway, New York City, 





SALESMEN, traveling by car, with follow- 
ing among department stores and well 
rated shoe stores, for exceptional line of popular 
priced soft and hard sole slippers. Commission 
paid monthly. State territory covered and how 
often. Fuilest cooperation given. Address 
D-419, care Boot and Shoe Recorder, 239 West 
39th Street, New York, N. 

ESIDENT RG seteia’. misses’, 
dren’s welts and turns, covering middle 
west, south, coast: commission. References re- 
quired. Julius Altschul, Inc., 117 Grattan St., 
Brooklyn, N. Y. 





ALESMEN calling on retail shoe trade—are 

you interested in adding to your income sell- 
ing new scientific foot measuring device? 
proved success---used by many leading stores. 
This device stands alone in the field for its ac- 
curacy, compactness, light weight and low price. 
Very liberal commission. Address Box ID-418, 
Boot and Shoe Recorder, 239 West 39th Street. 
New York City. 








POSITION WANTED 





LINE WANTED 


LY. WANTED FOR CHICAGO TERRI- 

RY. Salesman well known to the best 
ra in greater Chicago territory is desirous 
of securing a line of women’s popular price 
novelty shoes to carry in connection with a 
men’s line. Has good following and can give 
good results with the right proposition. Best 
of references furnished. For further particu- 
lars, address D-415, care Boot and Shoe 
Recorder, 239 West 39th Street, New York, 


N. 








ALESMAN with permanent display room in 

Los Angeles wants line of women’s shoes 
retailing $3.00 to $5.00. Have covered terri- 
tory Denver West for years. Can finance 
myself. Facilities of long established sales 
office immediately available. Carl Stern, 227 
S. Broadway, Los Angeles, California. 


IMPREHENSIVE representation through 

Boston headquarters. Will embrace every 
line pertaining to footwear on straight commis- 
sion basis. The advertiser has a_very large 
following through the entire East, Middle-West 
and North West. Wonderful opportunity for 
reliable shoe manufacturers to enter a paying 
project. When answering the ad kindly state 
class of trade you cater to. J. Haskell Romsey. 
1507 41st Street, Brooklyn, New York. 











e * . 
Shoe Man Desires Position 
Past fifteen years spent with large 
high grade women’s house and large 
popular priced women’s chain as store 
manager and district sales manager; 
34 years of age; splendid reference. 
BOX NO. D-417 
BOOT AND SHOE —~ so 
239 West 39th Street, N. Y. 











a priged WANTED as shoe store manager 
by a man with many years’ experience in 
managing shoe department in High Grade De- 
partment Store or would like to secure a good 
family line of shoes to sell in Florida, Georgia, 
Alabama and South Carolina on strictly com- 
mission basis. Address D-416, care Boot and 
Shoe Recorder, 239 West 39th Street, New York, 
ie A 





BUSINESS OPPORTUNITY 


OR live Shoe Store Manager with Three 

Thousand Capital to invest for one-third 
interest profitable Shoe _ Store. Progressive 
Southern City, Sixty Thousand population. 
Good opportunity for right man to manage and 
eventually become sole owner. Do not anply 
unless can qualify. Address D-414. care Boot 
and Shoe Recorder, 239 West 29th Street, New 
York, N. Y. 











FOR RENT 


FOR RENT Up-to-date exclusive Shoe Store, 
40 years established, equipped with all up-to- 
date fixtures, corner location, West Chester. Pa. 
14,000 Population. Address Mrs. S. R. Biehn, 
West Chester, Pa. 








POSTER @ DEUTSCH 
436 Grand St., New York City 
Phone Dry Dock 4-0352 


— BUY FOR CASH — 


entire or surplus stocks of 


SHOES—DEPT. STORES 


Leases assumed Transactions confidential 








Buyers of Surplus Stocks 


We w'll buy cursus a eative gacks of shoes 
from manufacturers, jobb: retailers. 


QUANTITY ‘NO OBJECT 
KIRSCH - BLACHER CO., Inc. 


590 Broadway New York 
Phone Canal 6-4298 and 4299 

















MERCHANTS’ NEEDS 





SHOE CARTON LABEL 
SPECIALISTS 
INTERS, DESIGNERS AND ENGRAVERS | | 


THE AMERICAN PRINTING x¢° LABEL CO. } 
3IQ-316 E.12th St. CINCINNATI. OHIO 


Mike now fot Samper | 








Manager for Kennedy 


LYNN, Mass.—David A. Gagnon has 
become manager of the shoe depart- 
ment at Kennedy’s, after being in busi- 
ness on his own account for a score of 
years and more, and he is telling his 
friends and the public generally that 
the store is going to be most particu- 
lar about the fit of shoes to their feet. 





Minimum charge 75 cents. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 


For all other classified advertisements the rate is 7 cents per word. Minimum charge 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 

The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
& Advertisements for this page must be in our New York office on Friday of the week preceding publication. ™ 


In all other cases each 











When writing advertisers please mention Boot and Shoe Recorder 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








shoes. 


Should be in every shoe store. 
Raises vamp from throat to tip. Lengthens too short shoes. 
best grade of cold rolled steel, nickel plated. For sale by shoe findings jobbers 
and wholesale shoe houses everywhere, or send your order direct to us. 


NU-WAY SHOE STRETCHER CO., 4367 Duncan Ave., St. Louis, Mo. 


NU-WAY SHOE STRETCHER—VAMP RAISER—LENGTHENER 


Relieves and permanently corrects tight-fitting 





$5.00 
COMPLETE 


with 3 sizes 
of lasts 


Made of 




















SNAPPY 
Price Tags 


add color to 
your trims 


For 
June 


Colors—Blue bar 
with orange sun- 
burst on silver 
board. 





For 
July 


Colors — red, 
white and blue. 





Any Assortment of Prices Desired 
SIZE: 156” x 234” 
Dozen 
12 Dozen 
24 Dozen 


Added Feature for Price Ticket 
Customers 


For $1.25 additional: 6 display cards 
emphasizing your service, quality or fit- 
ting will be sent. 


CHECK WITH ORDER, PLEASE, UN- 
LESS C.0.D. SHIPMENT IS PREFERRED 


Samples and Details Sent on 
Request 


Merchants’ Service Dept. 


BOOT AND SHOE 
RECORDER 


367 West Adams St. 
CHICAGO, ILL. 











Free Dancing Lessons 


PORTLAND, ORE.—F ree dancing les- 
sons to aid sales of dance and other 
children’s shoes will be summer fea- 
ture of the children’s shoe department 
of Lipman, Wolfe & Co., this city. G. 
K. Handy, manager of this department, 
has arranged with one of the popular 
dancing mistresses of the city to hold 
dance classes during July and August, 
when children will be out of school. 


Foregoes Usual Holidays 


PortsMOoUTH, OHI0—On account of 
an unusual rush of orders at the plants 
of the Selby Shoe Co., the Irving Drew 
Co. and the Excelsior Shoe Co., the 
factories were closed only on Independ- 
ence Day and resumed operations at 
full tilt July 5. Usually the factories 
have a vacation of from four days to 
a week over the Fourth of July holi- 
day. 


—— 


Percentage of Widths Sold 


Check up on these figures which con- 
trasts the orders received by a large 
manufacturer from both the stock de- 
partment and the future orders as writ- 
ten by the sales organization. The 
variance in the two columns is well 
worth serious study. These figures 
represent the sales of several hundred 
thousand pairs of popular priced shoes. 

Orders Future 
Widths from stock % orders % 


5A é 02 
4A - 3.2 
3A 11.2 
AA 17.1 
A 21. 
B 23.2 
C 16.7 
D 4.9 
E : 2 
EE : l 
EEE . : 1.5 


FEATURES PUMP 


Chicago—A special display of pumps in their 
“island window” brought an immedite response 
in an active demand for pumps according to 
Ray Mann at Cutler’s. The display included the 
various types of toes and heels that are in vogue 
at the present moment, so that while attention 
was called to the pump as the special item 
desirable to buy a wide selection was offered 
for varied tastes. 














HOTELS 








Cock te el 


2 WONDERFUL DAYS 
é NEW YORK pe 


Any Two Days Sundays 
and Holidays Included 

@ Taxi Fare from Bus Terminal or R. R. 
Station to Hotel. 

@ Beautiful Room with Bath and Shower. 

@ Three Deliciously Prepared Meals in 
the Broztell Dining Room. 

@ Orchestra Seat to a Current Broadway 
Show Hit. 

@ Special Dinner in the Famous Green- 
wich Village Barn, Featuring Leading 
Broadway Stars in a Splendid Floor 
how. 


HOTEL BROZTELL 


271s Stuper ar 5. whew oy ‘ 

















Dramatized Window 


BuFFraLo, N. Y.—Using a character 
figure of an old man in a sitting 
posture, Clement Kieffer, Jr., display 
manager of The Kleinhans Co., staged 
a highly dramatic window display of 
Nettleton bench-made shoes carried by 
the store and priced at $15. The figure 
represented one of the veteran shoe 
makers in the Nettleton factory wear- 
ing an apron with wax markings and 
holding a hammer which had been in 
use for more than 40 years. Many 
other old tools actually used in the 
plant also were loaned to The Klein- 
hans Co., for this display featuring 
the evolution of a shoe and every part 
used in its construction. Large pieces 
of leather before and after the pickel- 
ing and tanning operations also were 
shown. The store reports this unusual 
display along its Lafayette Square 
frontage had a very stimulating effect 
upon the sale of quality lines of higher 
priced men’s footwear. The character 
figure, an original sculpture by a 
famous artist, used at periodic in- 
tervals by the store, appeared so life- 
like that crowds gathered in front of 
the window waiting to see the dummy 
move. 

















Gets City Welfare Contract 


Burralo, N. Y.—The Shoe Retail- 
ers Group were awarded the city wel- 
fare contract for $150,000 worth of 
shoes and rubbers. The bid of this 
group was $1,739 under the nearest 
competitive bid. 


Opens Worcester Branch 


Worcester, Mass.—Crosby Shoes 
has opened the fifth New England 
branch at 410 Main Street, this city. 
The new store, like the others in the 
chain, will stock women shoes only at 
one low price. Visitors of the new 
store received souvenirs. 


Brownsten with Frank & Seder 


Detroit, MicH.—E. S. Brownsten is 
now merchandising the men’s, wo- 
men’s and children’s upstairs and 
basement shoe departments in the 
Frank & Seder Co. department store. 
He has held similar responsible posi- 
tions in Detroit in both department 
and chain stores. No drastic changes 
are being planned for the immediate 
future. 


Woonsocket Business Changes 


Woonsocket, R. I.—Following reor- 
ganization of Stone’s Booterie, Inc., 
Everett J. Hanson, formerly buyer for 
Heckt Co., New York, and also for the 
Francis Rogers Co., is manager. Mr. 
Hanson has also been connected with 
Frank Bros., J. J. Slater and Lord & 
Taylor. 

The new management plans to en- 
large the business, making it a leading 
store, not only for this city but for 
surrounding territories. They are ex- 
clusive agents in Woonsocket for Red 
Cross, Fifth Avenue Fashions, Johns- 
ton & Murphy, Five Dollar Bill, Pied 
Piper and Marathon lines. 

Alexander H. Stone, formerly with 
Stone’s Booterie, has started a new 
shoe business, the Stone Shoe Co., in 
the same location occupied for some 
time by the Martin Shoe Store, now 
discontinued. 
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BOOTS AND SHOES 
Bass, G. H., & Co., Wilton, Me 
Bett Shoe Co., Philadelphia, Pa 
Brown Shoe Co., St. Louis, Mo 
Sons, Haverhill, Mass 

Child "Lite Sitoe Mfg. Co., Milwaukee, Wis. 
Clapp, Edwin, & Sons, Inc., E. Weymouth, 

ES Sd oes cch aselce ss Career eee ceee 44 
Dickerson, Walker T., Co., Portsmouth, O.. 5 
Ebberts, John, Shoe Co., Buffalo, N. Y 
Dolgeville, N. Y..2nd Cover 
Hannahson’s, Haverhill, Mass............. 45 


Mrs. Day’s Ideal Baby Shoe Co., 
Mass 


Green, Daniel, Co., 


Danvers, 


Nettleton, A. E., Syracuse, N. Y 
Old Colony Shoe Co., Brockton, Mass 
Queen Quality Shoe Co., St. Louis, Mo.... 


Richards & Brennan Co., Randolph, Mass. . 
Roberts, Johnson & Rand, St. Louis, Mo... 


Shaft-Pierce Shoe Co., Faribault, Minn.... 


Smith, J. P., Shoe Co., Inc., Chicago, Ill.. 
Swan Shoe Co., Baltimore, Md 4 


LEATHER AND OTHER MATERIALS 

Allied Kid Co., Boston, Mass 
Evans, John R., & Co., Camden, N. J 
Goodyear Tire & Rubber Co., Akron, O 
Hamel Leather Co., Haverhill, Mass. Back Cover 
Kistler Leather Co., Boston, Mass 
Levor, G., & Co., Ine., New York City 
Northwestern’ Leather” Co. "Trust, Boston, 

ES Rica posse ee reebeese.seeeeaseson ee 37 
Ohio Leather Co., Girard, O Front Cover 


Surpass Leather Co. 

eee beers. MFRS.’ SUPPLIES, 
ESSINGS, ETC. 

Cavalier Corp., Baltimore, Md 


United Shoe Machinery Corp., 
BS 6S bases wees Uenanees 4-35-42- ee - 


SHOE ACCESSORIES 
Simplex Shoe Tree Corp., Chicago, II] 
Nu-Way Shoe Stretcher Co., St. Louis, Mo.. 51 


MISCELLANEOUS 
ee Printing & Label Co., Cincinnati, 
Hotel Broztell, New York City 
Hotel New Yorker, New York Ciiy 
Illinois College of Chiropody, Chicago, IIl.. 
Kent Automatic Garages, New York City... 
Kirsch-Blacher Co., Inc., New York City.. 50 
Poster & Deutsch, New York City 





Made Heavy Purchases 


SEATTLE, WASH.—J. Porad, buyer for 
The Fashion Bootery here, has recently 
returned from a trip of national pro- 
portions. This buying tour gave him 
an insight into shoe production in many 
centers. Mr. Porad stated that on this 
particular trip to New York, Boston, 
Chicago and other cities, he made more 
purchases of shoes than on any of his 
fifty other buying trips East—and the 
sharp increases in prices on the shoe 
horizon is the reason. 





OBITUARY 





James N. Bowers 


DAYTON, O.—James N. Bowers, aged 
58, proprietor of a retail shoe store 
at Third and Antioch Streets, died re- 
cently at his late residence from a lin- 
gering illness. He was born in Eaton, 
Ohio, but spent his entire business ca- 
reer in Dayton, having been in the 
shoe business for the past 13 years. 
He is survived by his wife, a son, three 
sisters and two brothers. Funeral 
services were held at the Epworth M. 
E. Church, with burial in Beavertown 
Cemetery. 


B. L. Kingsland 


AMARILLO, Texas—B. L. Kingsland, 
for thirty years a traveling salesman 
for the Robert Johnson & Rand, was 
stricken with a heart attack early on 
the morning of June 30, and died at his 
home here. 

Mr. Kingsland came to Amarillo {rom 
New Orleans about 25 years ago, repre- 
senting the shoe company over the 
Texas Panhandle territory. He hail re- 
tired from his road position several 
years ago. 


E. G. Beil 


E. G. Beil, president of E. G. Beil, 
Inc., retail shoe concern, died at his 
home in Lakewood on June 27. He had 
been connected in the retail shoe busi- 
ness for several years and was for 35 
years, connected with the manufactur- 
ers as sales manager and general ayent. 
He was well known in Ohio and Michi- 
gan territories which he covered for 
some time. E. G. Beil, Inc. operated a 
store at West 65th Street and Dei roit 
Avenue. 
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whelmed by the demand, which is just reaching its peak with the vacatio 
season. You can still re-order white kid shoes with full safety of mark-up f 


Remember that a brand new pair of white kid shoes is indispensable 


This certainly is the banner year for white kid shoes! Retailers are over 








S 












the vacation wardrobe and a vast number of vacations are taken in Augus é 


These listings will help you add to your profits. 











Number of Models Make-up 
a” a. 2 Price , 
Air-O-Pedic Shoe Co., Brockton, Mass. 6 6 ee nthe 
Amesbury Shoe Co., Amesbury, Mass. . 8 2 |3 weeks | $4 
Ault-Williamson Shoe Co., Auburn,Me... | 12 | 8 [2 “ $5-6 
Boston Quality Shoe Co., Boston .......| ..  _ $3-4. 
Brown Shoe Co., St. Louis 3 3 Paw, | 
Cincinnati Shoe Co., Cincinnati a se | 
Clayman Shoe Mfg. Co., Boston, Mass. | oe le $4 
Collela Leighton Shoe Co., Lynn om ae bee Ee 
Consolidated Shoe Corp., Cincinnati 3 me $4. 
Corbin Holmes Shoe Co., Hudson, Mass. 2 4 weeks | $4 
Walker T. Dickerson Co., Columbus, O. 10 8 [3-4 weeks | $6.50-8.50 
Endicott-Johnson Corp., Johnson City _. 6 a idee 
Gregory & Read, Inc., Lynn, Mass. 4. ee $5 
Hannahson’s Shoe Co., Haverhill __. 3 2 |3 weeks | $3 
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Our predictions proved true. Every store is short on sizes of white kid 
shoes. Merchants who are not on a profit diet are going to size-up or 


re-order white LEVOR washable kid shoes because they know that, with 











so many shoe shops thinking the summer is over, hundreds of women in 
every community will gladly pay regular prices to secure proper fitting 


white kid shoes in late July and throughout August. 





Number of Models Make-up 








With White Kid Shoes PP” *o™ gy pe 
Hoge-Montgomery Co., Frankfort, Ky. |. 3 .. 13 weeks | $3 

Huth & James Mfg. Co., Milwaukee ..... . 6 6 | $3-4 
Irving Shoe Co., Chicago... .-—s......... 4 - | $4 
Johansen Bros. Shoe Co., St. Louis ..... 12 12 |. $4-6 
Kane, Dunham & Kraus, Inc., St. Louis | . 2 2 

Geo. E. Keith Co., Campello, Brockton . 7 6 $7.50-8.50 
Chas. Meis Shoe Co., Cincinnati 1 1 $3 

P. W. Minor & Son, Inc., Batavia, N. Y. 5 5 |2 weeks : 
Prospect Shoe Co., Boston, Mass. 3 i $6 

Selby Shoe Co., Portsmouth, O. 4. 4 % * $6-8.50 
Stetson Shoe Co., So. Weymouth, Mass. 5 5 $10.50-12.50 
St. Louis Shoe Mfg. Co., St. Louis 4 5 days $2.25-2.75 
P. Sullivan Shoe Co., Cincinnati , 2 $2.95 
Virginia Lee Shoe Co., Milwaukee... . 4 1 |10days | $4.95 
































G. LEVOR & CO., INC. 
Tanners of “THE WHITEST WHITES” 
Gloversville New York 
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The APPEARANCE of the 
UNITED CUSHION HEEL 


is so fine that it 1s 


constantly imitated but never equalled 


U Niu U =D 


ITS QUALITY 


is just as superior as its appearance 


ee 99 


THE TRADE-MARK 
is the hall mark of fine shoemaking 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 














BooT AND SHOE RECORDER 
combining THE SHOE RETAILER, July 22, 1933 





This shoe has boon approved by the Covncd on Shoe Therapy of the Notional 
Aneciation of Chiropediots os on cid to the weoment of oot dnorders, 
subject 10 the advice of « consehing physician o: cheopodat-podiote! 

‘APPROVAL GAPLES CONFORMITY WITH THE QULES OF THE COBNCH, OwLY. 











The Brouwer Research Lasts No. 88 and 
No. 100, the Musebeck Last No. 86 and 
the Banker Last were submitted for in- 
vestigation by the Council on Shoe 
Therapy of the National Association of 
Chiropodists. They have been found to 
comply with the requirements of Classi- 
fication “Q” of the “Rules Governing the 
Approval of Shoes and Appliances” and 
the Seal of Approval has been so issued 
to the Musebeck Shoe Company of Dan- 
ville, Tl. 


BROUWER, 
NO. A 


o. 88 
0170 Black Kid Blu. Oxford 


Foot-so-Port Black Kid 6 @ «=S0170 Foot-so-Port Black Kid Blu. 
Eyelet Tie Oxford 

Foot-so-Port Brown Kid s 

Foot-so-Port White Kid 


Tan Norwegian Calf—Brass 
Eyelets—Duflex Golf Sole 


BANKER 


056 Black Kid Blu. Oxford 
MUSEBECK 56 Black Kid 6” Blu. Shoe 

No. 86 S056 Foot-so-Port Black Kid Blu. 
i Oxford 


S086 Foot-so-Pork Black Kid 6 $56 Foot-so-Port Black Kid 6” 
A Blu. Shoe 


Eyelet Tie 
$087 Foot-so-Port Brown Kid 046 Tan Kid Blu. Oxford 


Class “Q” includes shoes with rigid shanks, capable of withstanding spring weight of 
200 pounds or more; with four or more eyelets to lace across instep; heel height 
not to exceed 13/8 and heel contact not less than 2.25 sq. in. This means a sturdy 
shoe combining strength with flexibility. Write for catalogue and price list. 


SHOE COMPANY 


Danville Illinois 
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PROGRESSIVE MANUFACTURERS 


HAVE YOU SEEN THE MILLERWAY ADHESIVE 
PROCESS LASTING MACHINES IN OPERATION? 


as 





FEM wares aT Tet 


This illustration | 
shows a unit of six | 
Lasting Machines in | 
operation at the | 
F. S. Elam Shoe | 
Company, Roches- 
ter, New York. The 
six machines last 
2600 pairs of shoes 
per day of Meco 
Pre-Welts. The floor 
space is 16 by 20 
feet. 





side” last "cemented Every progressive manufacturer should investigate the Millerway Adhesive 
techs, Pred cing Process Lasting Machine. It will save enormously in production costs 
line. of tack holes and make better shoes. Millerway shoes have many features. Your 
war aut ae dealers are soon convinced of the superior value of these shoes. The 
tlons wot pullover, Millerway Process has simplicity, speed and produces a fine quality prod- 
the cumbersome on- uct and is being readily accepted by the shoe industry because it is 
ing, where toe or the easiest and fastest method for lasting McKays, Cemented Process 
main inthe. com: and Meco Pre-Welts, also men's work shoes and boys’ and youths’ play 
Lact your, shoes by shoes. This process produces flexible and squeakless shoes and when 
Oseve xt 2 “tight. properly fitted the customer's feet will receive the maximum comfort 
cement and’ mate and the shoes will absolutely retain their shape. 
ca 


Bement 4) )) 1111) ) 1) VTE 





For further information regarding MILLERWAY write 


MECO LASTING MACHINE COMPANY 


176 NO. WATER STREET ROCHESTER, NEW YORK 


| 
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. E LEATHER INSOLE and SPLIT ASSOCIATES 
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It's fun to be -- amused 
but — 


everyone knows that 


GOOD INSOLES 
must be made of 


LEATHER 
























Boston, Massachusetts 
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8457 BROWN CALFSKIN 


8456 BLACK CALFSKIN 
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This. NEW INNOVATION 


. 


NEW FOOT CONTROL 


The insole is slit from the center of the shank on back to the end 

of the heel in a pocket-like effect so that the leather wedges 

which are provided with each pair of shoes can be inserted, if 

needed, in providing the proper balance of the body weight on 
the feet and arches by raising the longitudinal arch. 


OuTSTANDING SHOES IN OUR 
$5 RETAILERS FOR FALL... . 


8417 BLACK KID 


8455 BLACK GLAZED 
KANGAROO 


We are offering to the American Retailer this season a 
new innovation in shoe construction. These shoes were 
especially developed for this season’s selling and represent 
not only a super-comparative value in materials but also 
the most modern idea of special patented features . . . fea- 
tures which are not found in any other line in the country 
regardless of price. 

Neither time nor expense has been spared in building these 
shoes beyond comparative competition . . . new lasts, new 
patterns, foot guide heels, special visible patented features, 
plus real high grade uniform quality materials, that will 
make selling easy and build a permanent profitable re- 
peat business for the retailer. 
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